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At least it seems that way! 


Since we introduced this new improved ALDURA 
last September, dealers and jobbers everywhere 
have been ordering far more ALDURA than we 


have been able to produce under today’s conditions. 
° 


There has beena‘remendous response to ALDURA’S 
many advantages—its lightness, strength, durability 
—and its reasonable price. 


Again you have recognized the value cf the famous 
Multi-Sirand Edge that’s part cf ALDURA—how 
this edge adds extra strength where reeded—how it 
gives more gripping surface for staples or brads— 
how it provides easy, long-lasting installations. 


Then too, the fact that ALDURA is woven of Alcoa 
Alclad—an entirely new aluminum wire produced 


“IT'S MADE OF METAL” 





by the Aluminum Company of America—evidently 
impressed you. Being made of metal, ALDURA is 
fire-resistant. Its attractive neutral color helps cut 
glare and blends easily with other colors. 


We are doing all we can to increase production of 
ALDURA and the other screenings in the Multi- 
Strand line—OPAL, heavy zinc coated; LIBERTY, 
made of bronze; and PLASTISCREEN, made of 
heavy gauge .015 Saran. They make up the only 
complete line of screening manufactured today. De- 
pend upon your Multi-Strand jobber for your share. 


All of us—manufacturers, jobbers and dealers— 
know there are days of hard selling ahead. That’s 
why we are telling our jobbers and dealers about 
the Maulti-Strand line of screening now even 
though we cannot produce all you need at the 
present time. 


NEW YORK WIRE CLOTH COMPANY 


500 Fifth Avenue 





New York 18, N.Y. 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 

The Editors 


2, IiL Entered as second-class matter Oct. 2, 1946 at the P 
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OU can sell Pittsburgh Paints with confidence that 
they will render the best possible service to your 
customers! For the 1947 line of Pittsburgh Paints is 
as good as human skill and ingenuity can make it. 


For many years, Pittsburgh has been a leader in re- 
search to evaluate and improve upon the quality of the 
materials used in paint making. Today, there are many 
more types and varieties of pigments than ever before. 
New, scientific processes have improved upon the 
qualities and properties of natural oils. Synthetic 
vehicles—unheard of a few years ago—are now avail- 
able in hundreds of types. 


The accurate knowledge derived from continuous 
study of these materials is the basis of Pittsburgh’s 
outstanding paint formulations. 


‘Working with research chemists and technicians, 





when it comes to HIGH QUALITY 
in the paint you sell! 


Pittsburgh’s production men have devised more effi- 
cient manufacturing methods. 


As a final step, Pittsburgh conducts elaborate tests— 
at the factory and in the field—to make sure that these 
products are right before a single can of paint is placed 
on dealers’ shelves. - 


Pittsburgh has perfected a compact line to fit today’s 
requirements of dealers and consumers. Its advertising, 
carried on continuously, has built up an ever-widening 
consumer preference. 


Now is the time to cash in on this far-sighted planning. 
If you are seeking a quality line—why not investigate 
the possibilities of selling Pittsburgh Paints in your 
community? For complete details, phone, wire or 
write for a copy of our new franchise portfolio— 
“Don’t Take a Chance—Be Sure With Pittsburgh!” 
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PITTSBURGH PLATE GLASS COMPANY, PITTSBURGH, PA. 
PITTSBURGH STANDS FOR QUALITY PAINT. AND GLASS 





jp PiTtsBuRGH PAINTS 
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L-358 AND L-359 REVOKED effective March 31. This order will 


remove production controls on lumber, millwork, hardwood floor- 
ing and softwood plywood. Restrictions on deliveries of Douglas 
fir and Western Pine shop lumber will be retained because of the 
millwork shortage, the Civilian Production Administration an- 
nounced. The new Veterans’ Housing Program Order 5 will re- 
quire sawmills and distributors to deliver 85 percent of their pro- 
duction or receipts in any quarter of 8/4” and thinner Douglas Fir 
and Western Pine shop lumber, including No. 3 clears, to millwork, 
cut-stock manufacturers or persons who certify in writing that they 
will deliver to these. 


INTEREST RATES on home mortgages are likely to hold 


throughout 1947, John H. Fahey, commissioner, Federal Home Loan 
Bank Administration, told the National Association of Home Build- 
ers in Chicago. Fahey declared interest rates on long-term amor- 








_ tized home mortgages are now too low and advised against cutting 


the rates on private rental housing loans. 


BRICK AND TILE SUBSIDIES LIFTED by Housing Expediter 


Creedon restored that industry to free competitive basis for the 
first time since soon after the outbreak of the war. 


CONSTRUCTION CONTRACTS increased in January for the 


37 states east of the Rocky Mountains, F. W. Dodge Corporation 
reported. Contracts for 34,393 dwelling units in this area were 
awarded in January compared with 28,917 for December, 1946 and 
13,225 units in Jonuary, 1946. 


SMOKELESS STOVE for domestic trade is expected on the 


market in the fall. Cost of the heater, which will come in a variety 
of pastel colors, will range from $65 to $110. Chromium trimmed, 
these stoves can be installed in a living or dining room of a five or 
six room basementless house. The “smokeless” unit requires coal 
about once every three days. Ashes need be removed but once a 
week. 


16 PERCENT SALES GAIN for lumber and building materials 


dealers was recorded in January, 1947 compared with January, 
1946, the Bureau of the Census reports. 


RENT ISSUE has Congress scared. No one wants to take the 


rap. Latest word from Washington is that it may be summer before 
there are any actual increases; then the average increase is likely 
to be under 10 percent. Note that increases for “high cost hardship 
cases” in Chicago and New York granted by Expediter Frank R. 
Creedon on new apartments run $30 to $32 per room. 


FREIGHT CAR SHORTAGE, the Civilian Production Adminis- 


tration admits, will continue through the year. About 100 cars are 
being retired daily. Representatives of the steel making and freight 
car building industries have formulated a program to turn out 
7,000 cars a month. 


UNIFORM PLUMBING CODE is the goal of a committee repre- 


senting the plumbing industry, labor and the government. Extensive 
experiments will be undertaken at the National Bureau of Standards 
in which pure glass or plastic piping will be used to duplicate work- 
= conditions in a plumbing system in order to permit observation 
of tests. 























KEEP YOUR EYE ON THE W-E-T BILL. It has been reintroduced: 





by Congressman Celler (D), N. Y. This bill and others like it will 
bear the scrutiny of every building products merchant interested in 
free enterprise. 
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FOR DISPLAY 


Kansas man sponsors fixture 
to show panels advantageously 


HOW to best display the major 
items that go into home construc- 
tion has been answered to the sat- 
isfaction of C. J. Cowley, Cowley 
Lumber Company, Olathe, Kans., 
with the development of the fixture 
seen above. 

It is four feet wide, 10 feet long 
and 54 inches high overall. The 





lower part is divided into 19 sec- 
tions each about four inches wide 
and are large enough to contain 48 
panels two feet wide and two and 


_ one-half feet long. Top of the fix- 


ture is sloped to permit adequate 
panel display. Mr. Cowley plans 
to place this fixture in his sales- 
room or office where the homeowner 
can look over materials in comfort. 

In his talk before the 59th an- 
nual convention of the Southwest- 
ern Lumbermen’s Association, Mr. 
Cowley credited the idea for this 
fixture to the Douglas Fir Plywood 
Association and the AMERICAN 
LUMBERMAN & BUILDING PRODUCTS 
MERCHANDISER. The fixture was 
built by the Sitka Spruce Manu- 
facturing Company. 


INTERESTING SURVEY 


Real estate check indicates 
home sales, prices slipping 


FEWER houses are being sold 
than a year ago and the trend is 
definitely toward lower prices, a 
survey by the National Association 
or Real Estate Boards discloses. 

The survey in which replies were 
received from boards in 475 cities 
in 45 states also showed business 
and office rentals have increased in 
most large cities. The survey also 
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Demand for Western 
Woods Continues Active 


Cross currents in the Western 
lumber picture make it difficult to 
accurately gauge the near-future 
situation. While some buyers are 
apparently exercising a measure 
of caution and purchasing closer 
to needs, others seem to continue 
to crowd for about all the stock 
they can buy. Mill attitudes are 
similarly complex. Some mills 
seem inclined to build inventories. 
Others continue to move stock out 
as fast as it’s available. 

Meantime, your Western Whole- 
salers continue to match orders 
against stock available for ship- 
ment to the best of their ability. 








564 Market St., San Francisco 4, Cal. 





MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 
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Duncan Lumber Co., Inc. 
White Bldg., Seattle | 
Specializing in dimension. and boards. 


Edward J. Sherman Lumber Sales 


Board of Trade Building 
Portiand 4, Oregon 


Morrill & Sturgeon 
Lumber Co. weesaSe 


Yeon Blda.. Portland. Ore. 


Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
WALES LUMBER COMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 























NEWS aed TRENDS 


disclosed that farm sales are off 
to some extent; investment money 
continues plentiful with rates sta- 
tionary; fewer FHA loans are be- 
‘ing made. 

In 64 percent of the reporting 
cities the volume of turnover of 
housing units is lower than it was 
a year ago. Statistics show that 
the larger the city the more gen- 
eral was the tendency toward lower 
volume of residential sales. 


PRICES GOING DOWN 

A trend to lower prices for resi- 
dential property in one city out 
of four was disclosed for the first 
time in eight years by the NAREB 
survey. However, a majority of 
the cities (54 percent) disclosed 
recorded prices higher than a year 
ago. In 47 percent of the larger 
cities, price trends were down- 
ward. 

The survey revealed that the vol- 
ume of farm sales is slightly lower 
than a year ago. Prices were found 
to be about the same as last year 
in 46 percent of the agricultural 
areas, but it was still rising in 45 
percent. 

One of the most striking changes 
was disclosed in that phase of the 
report covering home mortgages. 
Fewer FHA insured loans are be- 
ing made. In 74 percent of the 
surveyed cities FHA is insuring 
one home mortgage out of four. 

“Current ability to secure home 
mortgage money without FHA in- 
surance reflects clearly the degree 
to which mortgage lending institu- 
tions still are actively competing 
for loans and the degree to which 
capital in general is on the search 
for good investment,” stated the 
report. 

“In as many as 41 percent of the 
cities, for example, no more than 
five percent of the home mortgages 
now being made are FHA in- 
sured.” 

Commercial property, stated the 
survey, has a relatively slow turn- 
over but prices are higher than 
they were a year ago in 62 percent 
of the reporting cities. 


LABOR 


Millwork manufacturer certain 


payroll boost is "good business" 


VOLUNTARILY hiking your 
payroll two percent or $1,400,000 
annually might not be considered 
good business sense by many ex- 
ecutives, yet that is what Fred C. 


Andersen, president, Anderse, 
Corp., Bayport, Minn., manufac- 
turers of wood windows did re- 
cently. 

The increase was given to pro- 
vide full pay for holidays—the aft- 
ernoon preceding Christmas day, 
Christmas day, New Year’s day, 
Memorial day, the Fourth of July 
and Labor day—for the 500 em- 
ployes. 

Vacation pay is at the rate of 
five percent of average annual 
earnings. Other employe benefits 
include production bonuses, group 
life insurance, sickness and acci- 
dent benefits, income security plan 
and profit sharing. 

Opposed to paternalism in any 
form, Mr. Andersen is convinced 
that making his employes “work- 
ing partners” is good business. To 
prove his point, he will refer you 
to his low labor turnover. 


The volume done by the Ander- 


sen Corp. in 1946 is estimated at . 


five million dollars. Distribution is 
through some 85 millwork jobbers 
in 41 states. 


PRICE CUT 


Milcor announces reduction 
of 20 percent on louvers 


BELIEVING that building costs 
are too high and that these high 
costs are hurting the industry, 
Milcor Steel company has an- 
nounced reductions up to 20 per- 
cent from pre-war prices on its 
complete line of side wall louver 
ventilators and roof louver venti- 
lators. 


Milcor attributes the reduction, 
which is made in the face of higher 
labor and raw material costs, to 
more efficient production methods. 


The reduction, effective Mar. 1, 
covers all sizes and styles of lou- 
vers manufactured by the com- 
pany. 


BUILDING COSTS 


Peak already reached, says 
Producers’ Council president 


THE peak in building costs has 
been reached and the future trend 
will be downward in the opinion 
of Tyler S. Rogers, president of the 
Producers’ Council. 

Speaking before the Mortgage 
Bankers’ Association, Mr. Rogers 
declared : 

“While it is possible that the 
cost of building homes and other 
structures may drop as much as 20 
percent below 1946 peaks during 
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INGERSOLL STEEL DIVISION 
; Borg-Warner Corp., Dept. Z3 
etal \ Pn ale : a 310 S. Michigan Ave., Chicago 4, Ill. 


Please send literature on the Ingersoll Utility Unit. 
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WROUGHT STEEL iL 
the year, the trend will depend so 

STRAP HINGES [Eeeosere: 
productivity of construction labor 


that no definite forecast can be 
/ made. 

“Nearly all building materials 
are being produced at rates which 
equal or exceed all past produc- 
tion records. Cast iron soil pipe 
and hardwood flooring are excep- 
tions, but enough of those mate- 
rials should be available to avoid 
the protracted delays experienced 
by most builders in 1946. 

“Elimination of those delays, 
which added considerably to the 
cost of building last year, should 
permit important reductions in 
housing costs during 1947.” 


PEAK PRODUCTION 


Output of durable goods may 
set all-time record this year 


OUTPUT of consumer durable 
goods should reach 202 billion dol- 
lars this year, the highest in his- 
tory, estimates the Office of Tem- 
porary Controls. 

Director Philip B. Fleming in a 


“ report on the 1947 production pic- 
TEE ture states that automobile and 
truck production will run to 


5,090,000 units (National Auto- 
mobile Manufacturers’ Association 
HINGES estimate is 4,700,000 units), set- 
ting a record second only to 1929 
when the aggregate was 5,358,420. 

Below are highlights of the OTC 
report: 

Wage rates will rise a little this 
spring; prices of agricultural prod- 
ucts will decline; increase in build- 
ing activity; current high level for 
plant expansion will continue an- 
other six months. 

The 20-billion dollar construc- 
tion goal is expected to include six 
billion for maintenance and repair; 
another six billion for private resi- 
dential building; four billion in 
new private non-residential build- 
ing. . 


INVESTMENT 


inesimehisné cemein? me : Record sum turned over to 
NS home financing institutions 


PITTSBURGH 12, PENNSYLVANIA 


ALTHOUGH the total of sav- 
ings accumulated by the American 
public during 1946 was the small- 
est annual amount since 1941, the 
volume of money invested in sav- 
ings and loan associations was the 
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rapidly taking form! 





Sixteen years ago when Kinzua first began 
to visualize the idea of a permanent opera- 
tion, it was realized that the first job was 
to add a larger timber reserve to make 
cyclical cutting possible. 


In the early years it was much like assem- 
bling a jig-saw puzzle. A tract was added 
here — another there — but it wasn’t until 
the past few years that we really began to 
see our various acquisitions take definite 
form—as a vast unified acreage of impos- 
ing size. In due time we expect to complete 
the pattern. 

In the meantime we're already operating 
on a selective cutting basis with a long- 
term cyclical program in view. All of our 
timberlands are under the direction of a 
graduate forester. We're harvesting the 
more mature trees — and leaving the 
younger growth for further development 
and future harvest. 

Our long-term goal of supplying customers 
with famous Kinzua “Quality Guaranteed” 
Ponderosa Pine on a continuous basis now 
appears to be within the realm of accom- 
plishment. 























FOR PROFIT !! 


PROTEXOL 
ruoor LUMBER 


Protected against 


Fi R kb TERMITES 


AND DECAY 





105 Market St. 
KENILWORTH 3, N. J. 

















(WERE'S WHAT \ 
FOLKS NEED 


to repair walls, floors, 
furniture, woodwork or 
plaster. This plastic 
repait material comes 
in powder torm...just 
nix with water and 
ase. Will not shrink. 
Sticks and stays put. 



















Your jobber ¥ 
can give im- 

mediate deliv- 
ery om Durham’s 
Rock-Hard Water Putty. 
Packed twelve 1-lb. cans 
or four 4-lb. cans to case. 
Also available in 25, 50 
and 100-lb. drums for 
large industrial users. 


The PLASTIC Repair Material 


in POWDER Form 





SUGAR & WESTERN 
PINE AGENCY 


tO) Ge? | ° Sate ! 


Selects and 


PINE sv 


1 California Ponderosa Pine 
| Mouldings and Cut Stock | 
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largest of any year in their his- 
tory, states the Federal Home Loan 
Bank Review, publication for mem- 
ber institutions of the Federal 
Home Loan Bank System. 

Savings balances in these home- 
financing institutions increased 
about $1,100,000,000 during the 
year, an amount approximately 
$100,000,000 more than that added 
to accounts in 1945. This gain 
brought savings held in associa- 
tions to approximately $8,500,000,- 
000 at the end of 1946, increasing 
their combined resources to a new 
high of $10,041,000,000. 

The total flow of new money into 
savings and loan associations ag- 
gregated more than $3,000,000,000 
in 1946, a jump of 34% over the 
previous year. However, a larger 
percentage rise in withdrawals 
kept the net increase to the $1,100,- 
000,000 figure. 


BRICK 


Production 37 percent ahead 
of output for January, 1946 


PRODUCTION of brick during 
January 1947 was 37 percent 


greater than in the same month a: 


year ago, according to analysis of 


preliminary figures compiled by 
the U. S. Bureau of the Census, 

“The January output of 370,000,- 
000 bricks was three percent less 
than in December, but the seasonal 
decline was considerably less than 
in typical pre-war years,” accord- 
ing to Roy A. Shipley, president, 
Structural Clay Products Institute. 

“Production of structural clay 
tile in January was -slightly more 
than 112,000 tons, a drop of one 
percent as compared with Decem- 
ber, but was 60 percent greater 
than in January 1946. 

“Production of both brick and 
tile has been discouraged in many 
plants by the continuing freight 
car shortage and by the federal 
limitation on non-residential build- 
ing which normally utilizes more 
than half the industry’s total pro- 
duction. 

“The output of both brick and 
tile has exceeded for more than a 
full year the rate needed to meet 
current home building require- 
ments.” 


SLOW START 
Chicago issues 22 apartment 
permits for month of January 
APARTMENT building in Chi- 
cago for 1947 got off to a discourag- 
ing start the first month of the 
year. Only 22 permits were issued 





























“I'm demonstrating the ‘Little Giant,’ the world’s greatest yard lift truck.” 
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Don’t leave Alcoa Roofing Sheet out in the mud and rain. Alcoa 
Roofing Sheet should be stored inside the barn, standing up. This 


simple precaution will help assure a good roof. 


PROPER APPLICATION MEANS MORE SATISFACTION 


Help your customers get full value from their Alcoa Roofing MORE people want 
Sheet. An Alcoa Aluminum roof properly applied means a satisfied : 
customer and better business for you. A few simple rules are the MORE aluminum for 





guide to proper application. They are described in the Alcoa 

Roofing Application Folder. There is one included in every bundle. WORE wees Shon -aver 
For additional copies, write ALUMINUM ComPpANy OF AMERICA, 
1755 Gulf Building, Pittsburgh 19, Pennsylvania. 
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in January. A goal of 30,000 units 
for the year has been announced. 
Statistics indicate that January 
is ordinarily not a slow building 
month in Chicago. In January, 
1942 permits for 2,649 apartments 
were issued: 1948, 1,658; 1944, 
2,480; 1945, 1,015 and 1946, 1,532. 


Coming Conventions 


Mar. 18-20—Southern Pine Assgv- 
ciation, New Orleans, Hote] 
Roosevelt. 


Mar. . 19-20 — Louisiana Building 
Material Dealers Association, 
New Orleans, Jung hotel exhib- 
its. 

Mar. 19-20—New Jersey Lumber- 
men’s Association, Atlantic City, 
Traymore hotel, no exhibits. 

Mar. 19-22—American Society of 
Tool Engineers, Houston, Rice 
Hotel. 

Mar. 20—Northeastern Wood Util- 
ization Council, Boston, Parker 
House. 

Mar. 24-25—Wood Products Clinic, 
Spokane, Wash., Davenport Ho- 
tel. 


Mar. 26-27—Southern Hardwood 
Producers, Inc., Memphis, Tenn., 
Hotel Peabody. 


Mar. 26-27—Southern Hardwood 
Producers, Inc., Memphis, Hotel 
Peabody. 


Mar. 26-27—South Dakota Retail 


Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


Mar. 27-29—Montana Retail Lum- 
bermen’s Association, Great 
tore: Falls, Rainbow Hotel, no ex- 
y an hibits. 
ote Apr. 11—Southeast Missouri Retail 
Lumber Dealers Association, 
Cape Girardeau, Hotel Mar- 
quette. 


Apr. 21-22— Southern California 
Retail Lumber Assn., Los An- 
geles, Biltmore Hotel, exhibits. 


May 7-8—Arkansas Association of 
Lumber Dealers, Little Rock, 
LaFayette Hotel, no exhibits. 

May 17-25—Chicago Home Show, 
Coliseum, Chicago, exhibits. 

No announcement has yet been 
received from the following asso- 
ciations: Arizona Retail Lumber & 
Bldrs. Supply Association and the 
Lumber & Supply Dealers Council, 
Georgia. 
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A big year ahead in building? Yes, but a sad oné for 
any wholesaler or dealer whose profits are elbowed out 
of the picture by cumbersome, cost-heavy systems of busi- 
ness control. Now’s a good time—before your competitor 
does it—to see how well or how poorly your systems of 
sales control, stock control and customer accounting are 
paying off for you. 


Profit-Building Ideas for Wholesalers and 
Retailers of Building Materials and Supplies 


To help you make a practical comparison, we’ve prepared 
a “case history” summary of outstandingly successful 
control methods used by whole- 
salers and retailers in the build- 
ing held. You can profit by their 


experience in many ways: 











There's no room 


for cost-heavy systems 
AND profits 


SALES ConTRoL— Learn, for instance, how you can organ- 
ize—in a quick-reference system—all data on product 
sales and customers’ past, present and future require- 
ments . . . and how you can use this information to get 
top results for sales effort expended. 


Stock Controt — How to take the guesswork out of or- 
dering and maintaining stocks, and how to gear your 
inventory advantageously to changing conditions. 
LepGer Recorps— Learn about the “Simplified Unit 
Invoice Accounting Plan’, which eliminates ledger post- 
ing and provides positive credit and collection control 
. . . at a substantial saving compared with ordinary 
bookkeeping systems. 


Reserve Your Copy Now 


Because of limited quantity, this study is distributed 
on a 10-day loan basis. Act now to reserve yours. 

















Simplify and save 


with Kardex Visible Records and Graph-a- 


Reminglon Rend 


SYSTEMS DIVISION, 315 FOURTH AVENUE, NEW YORK 10, NY 





THE FIRST NAME 
IN BUSINESS SYSTEMS 


Please put me on your list for “Record Controls for 
Building Materials and Supplies Wholesalers and 
Retailers” (MC-712). 


NAME 





COMPANY 





ADDRESS 

















re] 1947 by Remington Rand Inc.=———t 





Matic Control of Business Facts 





Buitpinc Propucts MrercHANDIseR, March 15, 1947 


17 

















NARROW 
MULLIONS 
AND TRIM 


Both Inexpensively 
Attained With 


DUPLEX 


FLAT SASH 
BALANCE 











Narrow mullions and narrow trim—the modern styling 
that helps sell homes—are economically achieved 
_ with DUPLEX—the only Adjustable Flat Sash Balance. 


HERE'S 


\ f j . 7 \. i 
: 17 
_ cow 
| j \i 
$ 3 } OUPLEA ADJUSTABLE 
{ 


~- SASU BALANCE 


Duplex Adjustable Flat Sash wie 3 


1.... require no special 4....entirely eliminate 
framing for overhead cords, weights and weight 


balance space wag 
2. ... require no stud mor- 5 ‘asi ‘ 
tises at sides. -... and just two sizes 


meet 98% of all residential 
building needs, which simpli- 
fies ordering, stocking and 
installing. 


3. ... are installed in virtu- 
ally the pulley stile thickness 
about halfway between sill 
and head jamb. 





CONSULT SWEET’S FILES — BUILDERS OR ARCHITECTS 
(Sold through jobbers and dealers only) 


Ve Uwe. 4 Yj 
— a=) 


630 North LaPeer Drive 
Los Angeles 46, California 
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Operating Costs 


To the Editors: We are interested in obtaining any 
data you may have available relative to the average 
operating cost percentages for lumber and building 
material dealers. It runs in our mind that some time 
ago you published this information on a nationwide 
basis and, if possible, we would appreciate your for- 
warding it to us—R. P. GREINER, assistant secre- 
tary, Lumber Dealers Association of Western Penn- 
sylvania. 


You will find this information in the March 
1, 1947, issue—The Editors. 


What Type of Store? 


To the Editors: . . . There are so many angles to 
be considered before making a final decision regarding 
the type of store we should build for the future that I 
feel I should take enough time to study thoroughly 
so that I can come up with the right answer. 

The community in which we are located is fast 
getting into the light construction industry classifi- 
cation. On the other hand traffic from the residential 
sections around us has increased by leaps and bounds, 
so to speak. If you can give me any additional tips 
that would be of benefit. I would appreciate it very 
much indeed . . FRED R. STAIR, Farragut Lum- 
ber company, Knoxville, Tenn. 

Our annual Reference Number which you 
will get about the middle of April is going to 
be quite helpful to you in your thinking and 
planning. One other suggestion is to try to 
find dealers within a radius of a few hundred 
miles with the same market situations and 


analyze how they are meeting them.—The 
Editors. 


Pricing Information 


To the Editors: Enclosed please find my check for 
$3.00 for one year’s subscription to the AMERICAN 
LUMBERMAN. 

If possible I would like you to furnish me with the 
following information. You are probably aware of 
the various fantastic prices that have been going on 
on various lumber items. No two mills seem to have 
the same price. Can you tell me a near wholesale 
price of Southern pine F.O.B. cars? I am especially 
interested in 1x4, 6 8 & 10 inches by surfaced— 
S4S&C.M. 

Any information you might furnish will be greatly 
appreciated.—-EDWARD D. SPEER, Drasco, Ark. 


The best price information we have is in the 
Feb. 15 issue. If you will watch our pages 
closely in the near future you will find more 
information on this subject—The Editors. 


‘Lumber Price Chart 


To the Editors: In the AMERICAN LUMBERMAN is- 
sue of February 15 you had a two-page spread under 
the subject, Lumber Prices Through.the Years. This 
information should be of value to the industry in 
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“e SHOCK-ABSORBER LEAF SPRINGS 
MAKE ACCURATE VERTICAL 
ALIGNMENT QUICK AND EASY! 
Variations in door sizes used to require extra 
work to make doors and jambs fit accurately. The 
new Tru-sized Door Jamb eliminates this, be- 
cause it is quickly and easily adjusted with only 
a screwdriver! 
This variable adjustability is just one of the 
sel many advantages of Tru-sized Door Jambs! Add 
nN together all its many advantages, and you'll find 
installation time cut from 1-14 hours for ordinary 
' jambs to 8-10 minutes for Tru-sized Jambs! 
0 
yn ‘ 
ve 
le LI The Shock-Absorber Leaf Springs assure accurate fit for life... 
ly and there’s no planing, no trimming, no squaring, with Tru- 
Use Tru-sized sized Jambs—all this time-consuming work is either eliminated 
Desee in or done at the factory! 
ru-sized Jambs 
ly io LI Investigate the many advantages of the new Tru-sized Jamb TODAY! 
Plants and General Office: Jacoma 1, Washington 
- NEW YORK OFFICE 1326 Empire State Building, New York 1, New York . . . Phone: Penn. 6-2954 
. fel aiiey \c ome) ii le 3 134 So. LaSalle Street, Chicago 3, Ilinois Phone: State 5335-6-7 
SAN FRANCISCO OFFICE. . 3045 19th Street, San Francisco, California Phone: Valencia 2241 
Ss LOS ANGELES OFFICE. . . . P. O. Box 7685 Dzl Valle Station, Los Angeles 15, Calif., Phone: Vandike 6326 
n ay Vee) We) die 3 1216 St. Paul Avenue, Tacoma 1, Washington Phone: Main 8101 
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The number of new homes planned 
for construction during the present 
three year building period has been 
estimated at more than one and a half 
million. A $12,000,000,000 investment 
in better living. 

As yet, most of these “dream houses” are still only blue- 
prints, but before long they'll be real homes—with real 
people living in them. The kind of life those people will 
enjoy tomorrow is the responsibility of every member of 
the building industry today. 

That’s why, all over America, conscientious architects, 
contractors and building supply dealers are unanimous in 
their recommendation of Lo-“K” flameproofed Cotton 
Insulation. With the complete facts at their disposal on 
every insulating material, they’ve found conclusive proof 
that dollar for dollar, inch for inch, Lo-“K” is America’s 
best insulation buy. 


,-- because Conon 
OQut-lusulates All Others / 


Lo-“K” gives greater insulating 
efficiency—thermal conductivity 
rate, only 0.24. 


Lo-“K”’ is lighter in weight, only 
-875 Ibs. per cubic foot. 


Lo-"K” is economical. Pays for 
itself through greater fuel savings. 
Lo-“K” is flameproofed. Resists 
blowtorch temperature of 
1800° F. 

Lo-“K” lasts indefinitely. Highly 


resistant to moisture, mildew and= 
vermin. 


Lo-“K” is easy to handle. Blanket 
roll cuts installation time and 
costs, fits snugly. 





COTTON INSULATION 


P eeesoasesvecesetosoaeeeoaeseesg 
: Lockport Cotton Batting Co. 8 
Dept. AL-3, Lockport, New York 4 
Gentlemen: ’ 
Please send full details on Lo-“K” * 
flameproofed Cotton Insulation to: ~ 


ee eee meme ee meee ewe meee eseeseesee 


DArchitect © Dealer CContractor § 


eeeeeeoeaeaeeaee 
£ 
3 
* 
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showing the fluctuation of prices from 1929 through 
1946. 

If you run any additional copies of this two-page 
spread, we would be glad to obtain around 50 copies; 
or if you do not do that, if it is possible to secure 
me about eight additional copies of that issue of the 
AMERICAN LUMBERMAN we would appreciate it very 
much. 

A comparison showing the 1919 and 1920 fluctua- 
tion would be equally as interesting, not that the pat- 
tern is likely to be the same, but those two years, I 
believe,’ cover the speculative market during that 
period —D. R. BODWELL, Long-Bell Lumber com- 
pany, Kansas City. 

A limited number of copies of the chart 
prepared by the Biddle Purchasing company 


are available. Those wishing them should 
write to the magazine.—The Editors. 


New Lumber Yard 

To the Editors: A group of lumbermen including 
myself has purchased the old Gansberg-Shirk lumber 
yard property at 2121 North Dearborn street in In- 
dianapolis, Ind. We have organized the Brightwood 
Lumber company, Inc., to operate this property as 
lumber and building materials yard, and will open 
for business about March 1. 

We plan extensive remodeling to make the yard a 
modern one along the ideas as presented from time 
to time in the AMERICAN LUMBERMAN. 

. . . The officers and first board of directors con- 
sist of Paul E. McGill, president; C. O. Taylor, vice 
president, and J. R. Hedberg, secretary-treasurer. 
The company will be under the management of Lyman 
J. Saxer. Mr. Saxer has been connected for a number 
of years with Allen County Lumbmer company of 
Fort Wayne, Ind. . . . PAUL E. McGILL, West Side 
Lumber company, Marion, Ind. 


Association Thanks Mr. Hood 


To Mr. Hood: I want to thank you for your help 
in making our recent convention such an outstanding 
success, 

Your name on the program was a big factor in at- 
tracting the largest attendance we have ever had, and 
the reports I have received on your fine address proves 
the wisdom of obtaining you as one of our speakers. 

I assure you that my gratitude for your help in 
holding this annual meeting is shared by our entire 
membership.—R. 0. BROWNLEE, secretary-manager, 
Tennessee Lumber, Millwork and Supply Dealers as- 
sociation. 


Need Lumber for Drawing Boards 


To the Editors: We are anxious to obtain basswood 
or other lumber suitable for manufacturing drawing 
boards. The wood in these drawing boards must be of 
the type that will allow thumbtacks to enter. Can your 
organization direct me to the sources that sell this 
type of lumber, either on wholesale or retail basis? 
Of course, we are especially interested in sources 
closest to the Rio Grande valley, but would also appre- 
ciate some sources farther, too, in order that we may 
be assured of getting a sufficient supply. EDWIN J. 
SNOW, Rio Grande Building and Construction com- 
pany, Mercedes, Tex. 

Any suggestions?—The Editors. 
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THARS GOLD IN THEM THAR RENTS! 


Every dealer is urged to dig deeply into the service 
and profit opportunity in putting a part of his in- 


ventory into rental houses under Title VI or Section | 


608. 


Advantages to the dealer in conducting a modest 
rental housing program include: 


The power to dictate his own specifications from 
available materials in the yard. 


Assuring application of available labor to his ma- 
terials and jobs. 


A profit on labor as well as materials. 


Full return of all his investment in proceeds of 
mortgage. 
A one-point premium from financing agencies. 


Continuous profit spread between monthly charges 
and rental returns over 27-32 years. 


A sizeable equity and good income when mortgage 
is paid off. 


More rapid’ turnover of inventory. (Far more 
people can afford to rent than buy at present prices.) 


Two benefits from an income tax viewpoint: 


(a) Cash income spread over a period in which 
tax rates will probably be reduced. 


(b) Depreciation allowances on new rental 
housing are now increased up to 50 percent of 
former allowances during the first 10-12 years of 
property life. 


Dealers can save 8-10 percent of current construc- 
tion costs through assured material and labor supply. 
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Similar benefits accrue in a dealer controlled re- 
modelling or conversion rental program. 


With the rental controls lifted to an average of 


’ $80 per month instead of a ceiling of $80, and with 


the prospect of further easing of rent controls on 
new construction, it appears that the dealer has 
everything to gain and little to lose by building 
rental units, 


Comparatively low, and intermediate, rental 
projects have an extraordinary record of stability 
through both the ups and downs of the business cycle. 


The element of risk may be further reduced by the 
dealer’s separation of rental construction activities 
from his regular business. He may construct rental 
projects as an individual, a partnership or a separate 
corporation. 


Seldom in the history of building material retail- 
ing has a more attractive profit prospect been offered 
dealers. 


And finally, the dealer who contributes a local 
answer to the overwhelming demand for rental hous- 
ing has rendered a service that will improve his 
public relations mightily. : 


EDITOR. 














Figures 


Prove the Point 


Master Merchant Charles E. 





SOUTH DAYTON BRANCH 
of Kuntz-Johnson company 
Sales for Calendar Year 1946 
aes $ 78,481.95 
Charge Sales ......... 24,803.75 
I ait cee eke ee $103,285.70 
Filling station sales for 1946 
a} eae ee $ 9,183.45 
Charge Sales .......... 12,387.43 
BRAGS Racecar tare te by $21,570.88 
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aville, « leading exponent 


of diversified counter merchandising, offers a formula 
for successful retailing — and proves that it works 
by revealing his sales volume andnet profits for 1946. 


 enociame~ E. SAVILLE of Dayton, Ohio, is a big - 


man. He stands a full head higher than most of 
his contemporaries—both physically and in a mer- 
chandising sense. Furthermore, he is big enough to 
open his books and reveal his actual sales and profits 
to convince other dealers that his type of merchandis- 
ing really pays. 

Truly a Master Merchant of the Light Construction 
Industry, Mr. Saville was a pioneer ‘in diversified 
counter merchandising, and today his stores promote 
this type business energetically. 

Kuntz-Johnson company, of which Mr. Saville is 
president, operates four retail yards in Dayton. The 
Grove & Weber company, which he also heads, has 
one yard in Miamisburg, a nearby suburb. 

These five retail establishments (including a filling 
station located at one of the Dayton branch yards) 
did a total sales volume of $1,551,889.84 in 1946. Cash 
transactions accounted for $632,402.98, or more than 
40 percent of the total sales. Net profits for the year 
totalled $111,736.50. A more detailed breakdown of 
these figures appears on these pages along with photo- 
graphs of the various stores. 


MERCHANDISE BUYING 


IN 1923 when Saville acquired control the company 
was fairly typical of the retail lumber yard of that 
day. In 1925 he built his first branch yard, broadened 


CHARLES E. SAVILLE, Master Merchant of the Light Construction In- 

dustry, takes great interest in the products on his sales floor and 

watches the ever-changing panorama of merchandising with an 
eagle eye. 


36 


{ we 


~“his lines to include a variety of builders’ supplies and 


put in show windows. By thus making a bid to attract 
retail consumer trade Mr. Saville embarked on a 
career in what he likes to call “diversified merchan- 
dising.” 

Today, sales in his stores are departmentized ac- 
cording to lumber, building materials, hardware, paint 
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MAIN STORE 


of Kuntz-Johnson company 
Sales for Calendar Year 1946 


Cash Sales ... ’. $273,326.25 
Charge Sales ......... 616,536.05 


MOTAL ............-. $888,862.20 


GROVE & WEBER COMPANY 


STORE 
Sales for Calendar Year 1946 


-...... . $111,864.76 
Building Materials ...... 27,783.32 
Hardware ....... 7,992.24 
Paint 15,672.80 
ee 58,447.18 


TOTAL .... ..... . $221,760.30 


Cash Sales eo 
Charge Sales ...... 156,362.51 
Net Profit (7.8 percent of 

sales) . mee A 


17,297.30 


WEST DAYTON BRANCH 


of Kuntz-Johnson company 
Sales for Calendar Year 1946 


Lumber .............. $171,859.82 
Building Materials 10,159.99 
Hardware 8,010.51 

11,143.28 


.. 2... $201,173.60 


Soe e sess. 126,128.84 

Charge Sales _........ 75,044.76 
Net Profit (7.1 percent of 
sales) 14,283.33 


EAST DAYTON BRANCH 


of Kuntz-Johnson company 
Sales for Calendar Year 1946 


$ 79,884.70 
Charge Sales 35,352.36 


TOTAL .............. $115,237.06 














































PING PONG TABLE 


mapgaie yen gti sacegh — ye 
Yes. here's a ont the whole fam ae pre 
finished, reculat on sire an - - eich on ing. son o~ iabie, “e choice 
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Beautifully x $ 50 
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ng glass. Legs fold compact 
ing. 











We. 695 
EARLY 


$39.75 





Also Available At All Kuntz-Johnson Stores 
Som in. wide by Sf 10 ns Migherenseseersseresssesss 0 10QO 
corn shatves, 9% tn. wide ty 8 ve end ee . $18.65 
ous ia. wide by Sarees en » caneeieee LSD 
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Open Book Shetves w: 
an. wide by ft. high by 7 
Opea Book Shelves wn sinte tas ur shelv 

2 ft. 6 in. wide by 4 ft. high by ad SEE 


Open Book Sheives rhc esand top,- $10.95 
3 tt. wide by 4 ft. high by 7% Im. Geep.cecscereesereee 











Here ts o Ray Some age and —_ piece of furniture 

for the party Made of sturdy, selected knotty 

pine. ees baud without fn ishing ot fniah 0 
Pi 


sires HOME WORK BENCH 


Pre-Cot ... Ready te Assemble 
amen pbs your family will love 


home craft: 
ALL WHITE KITCHEN int Segara not a bho init ae 
sturdy, vieationtren 
d uses, 


—_ 
3 in. deep ond af Amd Sift tong 





NO CHARGE FOR DELIVERY 











SPECIAL CHRISTMAS MERCHANDISE PROMOTION 


FROM December 1 until Christmas, 1946, Mr. Saville’s five stores 
sold a total of 22 poker tables, 28 ping pong tables, 73 work 
benches, 28 toy chests, 14 bars, 14 bookcases and 44 corner cup- 
boards. This merchandise was advertised (above) and displayed in 
the show windows. Total sales volume on these seven items during 
the 24-day period was $4,606.64, which gives some idea of the 
potential in holiday season gift merchandising by the building ma- 
terial dealer. This is a field which has been tapped by comparatively 
few yards. 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fea- 
tured in the series, but @ sufficiently large number of 
them meet the exacting requirements so that it will take 
many months to cover them a 





SALAPAL ABA. MAMLIMSLLLLL 





(and coal in some yards.) But even that departmental 
breakdown does not give a complete picture of the 
items normally sold. Some of the advertisements and 
photographs with this article indicate how wide the 
variety actually is. 

Like all top-notch merchants Mr. Saville is alert 
to new profit possibilities and searches constantly 
for new items which he thinks will sell. He sends 
his yard managers to lumber, building material, hard- 
ware and other trade conventions so they will get 
ideas. He gives them freedom of action to buy any- 
thing they think they can sell. 

As a result his stores offer a constantly changing 
parade of up-to-date products. No wonder that cus- 
tomers find them fascinating. 

“There are no sidelines,” says Mr. Saville. “Any- 
thing that can be sold, anything that is related in any 
way with the home, is a main line with us. We 
analyze merchandise dispassionately—the same as 
Sears & Roebuck would, and they’re probably the 
greatest merchants in the world.” 

Lumber is a major line at Kuntz-Johnson and 
Saville has distributed tremendous quantities of litera- 
ture advertising all types and kinds. “All species have 
their intrinsic merits; we promote them all,” he says. 

At various times during the past few years when 
it was impossible to obtain enough softwood construc- 
tion lumber to satisfy customers, Saville was able to 
get quantities of gum, oak, poplar, etc. He immedi- 
ately designed a trade mark showing a covered wagon 
and named these stocks Pioneer Brand lumber. “Our 
forefathers used this lumber extensively,” he adver- 
tised. “This top quality oak, gum, poplar is suitable 
for every type building, remodeling or repairing. These 
hardwoods will look better and last longer than many 
other species heretofore used.” By thus turning 
scarcity into opportunity Saville revealed his innate 
merchandising ability. And he sold a lot of hardwoods. 

ADVERTISING 

IN 1946 Mr. Saville spent exactly $9,013.67 for ad- 
vertising. At the beginning of each year he plans 
an advertising budget based on one percent of total 
anticipated sales. For some reason or another he 
never seems to use the entire budget, but he does man- 


age to do an unusually effective advertising job. He 


has an agency prepare the ads, most of which are run 
in local newspapers. Products and services are stressed 
and nearly all of the ads give the price of the mer- 
chandise. 

In addition a considerable quantity of direct mail 
matter furnished by manufacturers is circulated. 

Consistency is the keynote of this advertising, and 
never a week passes without at least one Kuntz-John- 
son ad appearing in the newspapers. Twice a year 
(each spring and fall) the company runs a larger 
advertisement (34 of a newspaper page.) It has 
been found that this large insertion immediately 
boosts cash sales by 25 percent. 

Mr. Saville is a great believer in convenient 
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store locations, adequate parking space for customers 
and attractive window displays. His five stores are 
so located that most consumers in the area will find 
one of them reasonably nearby. He plans to build 
another store in the northern suburbs of Dayton some- 
time this spring. .Addresses of all the stores appear 
at the bottom of every newspaper ad run by the 
company. 

To make sure that the wide variety of merchan- 
dise does not go unseen, and to clinch the pulling 
power of his advertising, Saville insists on attractive 
window displays. For this purpose he utilizes every 
available window in his buildings. He has found that 
a number of his employees have natural talent in this 
direction and has developed them as window dressers 
rather than relying on outside help. 

This same careful attention to display is carried 
inside the salesrooms. Photos on these pages give 
examples of both window and interior displays. 


CONSUMER SERVICES 


SAVILLE’S retailing technique can best be de-. 


scribed by his own term of “diversified counter. mer- 
chandising” and embraces the three points described 
above: (1) variety of merchandise, (2) consistent 
newspaper advertising and (3) convenient shopping 
locations and parking space. He adopted this tech- 
nique in 1925 and has been perfecting and expanding 
it ever since. To develop the local market for new 
homes and property improvement jobs, however, he 
has found it necessary to help customers with their 
building problems. The company will furnish stock 
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THe HOME BEGINS” 


SPECIAL Christmas window displays featured millwork, household 

items and building materials as gifts. Every available window con- 

tains a merchandise display at all times. Not only salesroom win- 

dows are utilized, but also those in front of office, shop, glazing 
room, efc. 





MOST of the office force is lined up behind a counter along one side 
of the sales room. Valuable display space is saved by having files 
in the counter. 


DISPLAYS in the sales room at the main store of Kuntz-Johnson com- 
pany include such items as standard size kitchen cabinets which 
can be tested and inspected by customers; small impulse items which 
are used every day in the home; picket fencing; and paint. 




















* WON'T FADE 
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SELECTION of typical advertisements run in local newspapers by 
Kuntz-Johnson company. Note the wide variety of merchandise fea- 
tured, the illustrations, prices and proven copy appeals. Twice a 
year—every spring and fall—Mr. Saville runs a large ad (% of a news- 
paper page) and finds that it immediately boosts cash sales by 25 
percent—despite the fact that smaller ads appear regularly. 


plans or make arrangements for special drawings. The 
prospect is helped in selecting both plans and lot. The 
company makes a materials list, gives an estimate and 
helps arrange financing. In this way Kuntz-Johnson 
can control the sale and satisfy the customer—but the 
final.job is always turned over to a contractor. 

This merchandising institution functions smoothly 
but is always busy. It employs 100 people, 22 of whom 
are actively engaged in selling. It sold more than one 
and a half million dollars worth of products in 1946, 
and Mr. Saville confidently predicts that sales will hit 
the two million mark in 1947. 

Charlie Saville is the dynamic mainspring that keeps 
the merchandising wheels spinning. Yet he has been 
active in civic and association work and is a past presi- 
dent of the Ohio Association of Retail Lumber Dealers. 


SUCCESS FORMULA 


CHARLIE Saville doesn’t think there is anything 
mysterious about his phenomenal success in retail 
merchandising. He attributes it to diversified mer- 
chandise, newspaper advertising, convenient shopping 
and parking locations—the three major ingredients 
of the operating formula he adopted back in 1925. 

Should he be asked for advice by a man about to 
start a new lumber yard, Saville would emphasize: 

1. Locate on a main highway or street where there 
is plenty of traffic. Naturally it helps to be on the rail- 
road tracks but traffic is even more important. 

2. Don’t locate where there are already enough 
yards to handle all the business the community can 
‘support. 

3. Put up neon signs, displays and attractive show 
windows like a big-city department store uses to show 
its wares. 

4. Use consistent newspaper advertising. Hammer 
away at the public every week of the year. 
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Story of a College Graduate in the 
Light Construction Industry 


What happens to a college graduate who has prepared himself 
for the light construction industry when he enters the field upon 
graduation? Below is the personal story of Neuman W. Gordon, 
first graduate of the lumber and merchandising course at Michigan - 
State College in 1945. His expectations and disappointments, his 
aspirations and firm conviction in sound preparation for the light 
construction industry is outlined in the story which he tells below. 


WAS THE FIRST graduate 

of the housing and lumber 
merchandising course at Michigan 
State college. Except for a few 
minor changes, the course followed 
that outlined by AMERICAN LUM- 
BERMAN and leaders in the indus- 
try. 

Since graduation I have worked 
in several yards in various parts 
of the country. Michigan State 
college requires six months’ expe- 
rience in manufacturing or mar- 
keting before the degree is grant- 
ed. I spent a summer as forest 
guard with the U. S. Forest serv- 
ice and another as a roving em- 
ploye in the Longview plant of the 
Weyerhaeuser Timber company. 

A third summer was spoiled by 
the draft board. If I had this third 
summer to myself, I would find 
employment in a good millwork 
plant or with a good carpenter. 
This affords a student a complete 
fundamental working knowledge 
of building and lumber. 


WORK EXPERIENCE 


SINCE graduation I have 
worked in several yards in various 
parts of the country. My first jobs 
were as a yard loader and yard 
clerk. With this accumulated back- 
ground and college training I was 
able to qualify as salesman and es- 
timator in my present position 
with Fredericks Lumber company, 
Muskegon Heights, Mich. 

Arriving at my first position in 
a small rural yard, I soon learned 
that I was expected to be a trades- 
man and not a professional man. 
Therefore I set forth to learn the 
trade. This included the various 
phases of plumbing, roofing, hard- 
ware, paints and everything but 
lumber, at least so it seemed. 

_ Since then I have learned that 
It-is impossible for a college to 
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NEUMAN W. GORDON, first graduate of the 

lumber and merchandising course at Michigan 

State college, is showing plans for a new 

home in the Fredericks Lumber company, 

Muskegon Heights, Mich., where he is now 
employed. 


teach these trades without becom- 
ing a trade school. Since I left 
school, courses have been added to 
the curriculum to fill these gaps. 
With the aid of AMERICAN LUM- 
BERMAN’S annual reference volume 
and similar publications, I was 
soon able to assimilate the knowl- 
edge necessary to assume the re- 
sponsibilities of retail lumber yard 
salesmanship and today can hold 
my own in this respect. 

I found that a knowledge of 
trade and estimating terms were 
expected of the apprentice in the 
first few months of actual work. 
However, these fundamentals are 
minute in comparison to the wealth 
of background material and pro- 
fessional training the student re- 
ceives in school. In school he re- 


ceives the mental tools which will 
be utilized in placing our field 
ahead of our competitors. 


PROFESSIONAL STATUS 

THESE courses will place in 
building materials offices men who 
are equipped to challenge the best 
professional businessmen. These 
are not tradesmen coming from 
the universities but professional 
men who have given years of their 
youth, time and money to equip 
themselves for a career on the level 
of the chemist, engineer and psy- 
chologist. 

I say this because the industry 
seems to be accepting this new type 
man with some question. It will 
take time to acquaint lumbermen 
with this new individual in their 
midst. True, he isn’t an old timer 
at millwork and carpentry, but he 
has the mental facilities to grasp 
the fundamentals in a short period 
of time. 

The educated man recognizes his 
limited experience in our field, but 
it remains for the older man to 
see the new employee as a trained 
individual on the professional level. 
The newcomer faces two problems: 
acceptance by the old timer and 
lack of knowledge of millwork and 
carpentry. The old timer should 
realize that this newcomer has 
trained as a professional person 
and like all professional people 
needs to be “broken in” carefully. 


VALUABLE BACKGROUND 
A GRADUATE in light con- 
struction will be valuable to our 
industry beyond that of yard man 
to that of administrator; one who 
will be familiar with the technical 
background and terminology of 
modern wood utilization; one who 
understands the motives of man 
and factors governing - his be- 

(Continued on Page 50) 











IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








Effective Plans That Reduce Costs 


*[ BeRe IS A simple formula or 
equation that can be used to 
compute net profits in any retail 
operation. Here it is: 

Margin percentage minus. ex- 
pense percentage multiplied by 
gross sales volume equals net profit 
volume. 

Obviously, if any figure in this 
- equation is changed the result will 
be changed. A decrease in margin 
or sales volume, or an increase in 
expenses will reduce the net profit 
volume. 

An increase in margin or sales 
volume, or a reduction in expenses 
will increase the net profit volume. 

Successful merchants utilize 
every factor that can be used to 
increase net profits legitimately. 
Holding expenses at a reasonable 
level is one of the most important 
of these factors. 

If your business is earning ten 
percent net profit on sales, then a 
dime saved is equivalent to making 
a one dollar sale. If you can elimi- 
nate an unnecessary practice that 
adds ten cents per day to business 
expense it is approximately equiva- 
lent to saving the net profit on $25 
in sales during the month, and the 
profit on a $300 sale during the 
year. 

On a ten percent net profit basis 
a dollar saved is equivalent to $10 
in sales. Any dealer can readily 
visualize what a reduction in ex- 
pense will mean—especially if he 
will study his costs of doing busi- 
ness and compare them to the net 
profit percentage his company 
earns. (Refer to the net profits 
table with the article on budgeting 
in the February 15 issue.) 

The long-range trend in modern 
business is toward constantly 
lowered distribution costs. True 
enough, this trend is interrupted 
from time to time by temporary 
conditions but can usually be ex- 
pected to reappear. Merchants who 
lead this trend toward more effi- 
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cient distribution are going to have 
a strong competitive advantage in 
the years ahead, whereas dealers 
whose expenses are out of line 
will find the going tough. 

Control of expense in a retail 
lumber and building products es- 
tablishment is vital. Many cases of 
business failure can be attributed 
to the lack of such control. 

For these reasons a constantly 
increasing number of successful 
lumber dealers are adopting an ex- 
cellent policy of business manage- 
ment called budgetary control of 
expense. 


BUDGETING EXPENSES 
FOURTH article in this series 
(February 15 issue) covered the 
broad aspects of budgeting volume, 
profits, sales quotas and’ costs. 
This article is more specifically 
concerned with budgeting costs— 


ganization, each department hay- 
ing its own expense budget just 
as it has its own sales budget. 
The expense budget can be based 
on: 
1. Analysis of past expense rec- 
ords. 
2. Anticipated business and op- 
erating conditions. 


3. Sales quotas and turnover. 


4. Determination of expense 
policy by management. 


REGULAR CHECKS 

BUDGETING has two major 
objectives. One is to keep the cost 
of doing business at the lowest 
level consistent with efficient oper- 
ation. The other is to make each 
department and each line of mer- 
chandise carry its proper share of 
the expense load. 

To achieve these objectives, it is 





Saving a dime a day might be as profitable as making 
an extra $300 sale a year. Here’s a list of pointers 
that will help you reduce costs and eliminate waste. 





and actual techniques which will 
help to reduce those costs. 

One of the greatest advantages 
inherent in budgetary control of 
expense is that executive judgment 
and decisions on expenditures are 
based on research, analysis and an- 
ticipatory fixation. The old method 
was to decide on expenditures as 
various problems developed. 

With budgetary control the mer- 
chant depends on written and 
charted plans of expenses rather 
than carrying the plans and costs 
in his head. It is control by sta- 
tistics rather than by rule-of- 
thumb and enables each depart- 
ment of the business to base its 
expenditures on real advisability 
rather than following what merely 
seems to be the best course. 

Expense budgeting should fol- 
low the lines of departmental or- 


necessary that cost accounting be 
arranged to coincide with the plan 
for budgetary control. In this way’ 
the merchant can receive from his 
various departments reports thal 
are really informative—not just 
messes of figures. 

Budget forms for expense con- 
trol should be checked regularly 
(once a month is standard practice 
in many yards) to reveal differ- 
ences between actual costs and es- 
timated costs shown on the budget. 
When actual costs are out of line 
corrective measures should be 
adopted promptly. 

By requiring regular reports 
from his accounting department 
the dealer is enabled to use one of 
the most effective methods known 
for reducing costs. This is known 

(Continued on Page 78) 
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. Have the executives make a weekly or monthly 


survey of the office, store and yard to locate 
and eliminate obvious wastes that can be seen 
at a glance. 

Have a time study made of the work of em- 
ployees in office and plant to locate and 
eliminate waste effort and time. 

Have a chart made of the flow of work and 
materials in both office and plant. Study it to 
see if simplifications and short cuts can be 
effected. 

Have complete job analyses made for each 
employee and type of work. See that each 
— knows in detail what is expected of 
im. 

Share money saved by reducing costs with 
the department heads. This is possible when 
each department has a definite expense budget 
set in advance. Prizes can be offered to de- 
partment heads who can, without lowering 
efficiency, spend less than their budget allows. 
Secure cooperation of employees by holding 
frequent meetings for study of wasted time 
and materials. 

Reward employees who make suggestions that 
result in savings. 


. ‘Holds friendly discussions of costs with em- 


ployees. This will help prevent carelessness in 
matters of expense. 

Check the use of every foot of space which 
you rent or own. By more efficient utilization 
of such space costs can be reduced or income 
increased. 


Study modern mechanical equipment to de-' 


termine if it will make materials handling in 
your yard more efficient and less costly. 


. Study modern office equipment that might 


improve efficiency. 


. Survey yard and warehouses as to efficiency of 


storage arrangements. 


. Study delivery costs carefully. Keep drivers 


and equipment busy. Group orders for eco- 
nomical routing of deliveries. 

Provide the switchboard operator with a i 
writer, if she is not too busy, and give her 
routine duties such as addressing envelopes. 
Have carbon copies of replies to correspon- 
dence typed on the back of the original letters. 
This simplifies filing and makes second sheets 
unnecessary. 

Use letter file folders for the second and third 
time by placing gummed labels over former 
names. 


. Get employees to cooperate by turning off 


unnecessary lights. Explain to them how much 
is spent for lighting in a year. 

Occasionally analyze records and reports com- 
piled in the office. If they serve no real pur- 
pose eliminate them. In some companies use- 
less work has been a routine matter for years. 


. To save printing and paper costs standardize 


the size of statements, invoices, etc. Also 
avoid two-color printing where it is not needed 
or does not add effectiveness. 


WAYS TO REDUCE THE COST OF 
DOING BUSINESS | 


20. 


21. 


22. 


23. 


24. 


25. 


26. 


27. 


28. 


29. 


30. 


32. 


33. 


. Don't build up a reputation as eit 


Have the clerks who open and distribute mail 
start work 30 minutes earlier than rest of staff. 
Mail will then be ready for workers’ attention 
when they arrive. 
Save on fire and accident insurance rates by 
having insurance experts explain ways to 
reduce hazards in your plant. 
Use inexpensive storage files for old correspon- 
dence and accounts. This will eliminate need 
for additional expensive cabinets and free 
modern cabinets for current files. 
Study efficiency of office layout once a year. 
Make indicated changes to minimize movement 
of personnel, records and equipment from one 
department to another. 
Before ordering office supplies such as letter- 
heads, envelopes, etc., check desks and private 
offices. Frequently this will reveal large quanti- 
ties even though stock room supplies are low. 
Avoid spotty and sporadic buying of office 
supplies. Plan for needs intelligently and take 
pe ers of quantity discounts. 
Encourage economy in use of stationery and 
supplies by means of a regular bulletin remind- 
ing employees of high cost of waste. 
To avoid waste postage in direct mail adver- 
tising have each salesman make a quarterly 
check on mailing list for his territory. Weed 
out dead names, keep addresses correct and 
up-to-date. 
Club memberships which the company car- 
ries might be cancelled if executives or sales- 
men do not regularly attend meetings or par- 
ticipate in the club's activities. 
Hold sales meetings and training sessions 
evenings or Saturdays when productive time 
will not be lost. 
Be positive rather than negative. Praise em- 
ployees for saving money in preference to 
criticizing them for spending it. You will en- 
joy the same—or better—results and have 
better morale within the company. 
a a piker 
—or a careless spender! Be cheerful in okay- 
ing expenditures for worthwhile improvements. 
Be gracious in forgiving expenses incurred by 
employees in what they believe are best inter- 
ests a company. But impress employees with - 
importance of spending company money care- 
fully. Moderation is a virtue, and a middle-of- 
the-road course will elicit cooperation from 
employees without destroying initiative. 
Keep records to determine which of the various 
advertising media you use are most effective. 
Concentrate your expenditures where they will 
do the most good. 
Make a complete survey of all extra costs in- 
volved *in selling construction packages. There 
are probably numerous points where procedure 
can be streamlined and costs lowered. Just 
for example, if your methods of handling 


‘ financing, estimating, materials take-off, etc. 


are thoroughly organized they.can be executed 
quickly and accurately, thus saving time of 
employees and avoiding costly errors. 
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COMFORTABLE and attractive, the ladies 
lounge of the Henry Palmer company offers 
soft chairs and pleasant surroundings for the 
clerks during rest periods, or for women shop- 
pers who come into the store. Oak flooring, 
wallpaper, glass brick and many of the deco- 
rations are silent salesmen for items sold in 

the store. : 


Emphasizing the Friendly Approach 


ANGHORNE, PA., is a thriv- 

ing suburban town of 1,200 
people located 18 miles northeast 
of Philadelphia. Its folks are the 
average people who make up so 
many similar towns throughout the 
country. But its lumber dealer 
could not in any sense of the word 
be called the average dealer. 


The civic minded attitude of Hen- 
ry P. Palmer company, permeates 
the entire organization. An intel- 
ligent and understanding knowl- 
edge of customer needs is embod- 
ied in the company slogan The 
Complete Home Service. 


And service it is! Volumes have 
been written about the lack of and 
the need for a nice friendly ap- 
proach to the customer whether he 
comes to the office or calls on the 
telephone. All too frequently, it is 
neglected in the course of every 
day operations, but not at the 
Henry Palmer company. Capable, 
attractive, young ladies greet the 
customer when he comes to this 
office. Immediately as he enters 
the door, he is made aware of their 
interest and desire to be helpful. 
He senses the welcome. 

Quite a departure for a retail 
lumber office, you say. But don’t 
think that the customers don’t 
like it. Even the hard-boiled con- 
tractors and carpenters do. So do 
the people of Langhorne. 


Not all the employees of the 
Henry Palmer company are women 
and the feminine touch at the point 
of sale is properly tempered and 
balanced with male employees in 
other departments. Without the 


outstanding service and loyalty of 
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the yard men, many of whom have 
been with the organization for 
years, the planning and efforts of 
other departments would be of no 
avail. 


You would expect to find that 
smart selling features the com- 
pany’s activities. Actually it is a 
good combination of sales and 
service which keeps the cash reg- 
isters ringing. The attractive dis- 
play and sales room pictured is 
part of a well planned and prop- 
erly coordinated plant. 


ATTRACTIVE DISPLAYS 


Good use is made of island dis- 
plays and counters to attract at- 
tention to many useful and easy 
to pick up items. For example, on 
an island, just inside the main en- 
trance, there is a neat, well ar- 
ranged display of tools mostly for 
the man about the house; the kind 
of equipment the average handy 
man needs and uses for the little 
repairs he is called upon so often 
to make. These tools are all prop- 
erly tagged, priced and easy to 
reach, of course. Along the wall, 
in full view, is a complete line of 
paints. On the counters you see 
the easy-to-take-home items, acting 
as silent salesmen;* all of them 
small, useful, the type of merchan- 
dise every home owner needs. 
There are such items as doorease, 
weather stripping, small home fire 
extinguishers, coal briquets, chim- 
ney sweep and many others. An 
important observation here, which 
illustrates the company policy, is 
that these items are the ones 
which are well known and which 
are being regularly boosted in the 


- gesall, 


various women’s and 
magazines. 


Obviously, company policy just 
doesn’t happen but is the result of 
thought and planning on the part 
of the people behind the gun. 


The founder of the company, 
Henry Palmer; laid down the pol- 
icy of quality and service from its 
founding in 1902. Rigid adher- 
ence throughout all these years has 
been instrumental in company 
growth from four employees to 26, 
and in sales expansion of over 20 
times. The Palmer company today 
handles a complete line of mate- 
rials and supplies. A perpetual in- 
ventory record covers over 1,400 
items, including those usually 
found in a building products deal- 
er’s yard. 

Henry P. Palmer, current head 
of the company, took over the pres- 
idency upon the death of his father 
in 1935. 


In 1936 a design and construc- 
tion department was added under 
the supervision of Howard A. Gut- 
architect and_ secretary 
of the company. With the as- 
sistance of this department, Mr. 
Palmer embarked on a program of 
house construction to boost mate- 
rial sales, handling all details, in- 
cluding design, financing, land, 
materials and construction—a com- 
plete home service in fact as well 
as in slogan. 


consumer 


PLAN SERVICE OFFERED 


THE company draws on its ex- 
tensive fund of information and 
experience—its know how—to aid 
the customer with advice as to the 
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economies possible in the intelli- 
gent selection of the right mate- 
rials and the best methods of their 
use and application. A comprehen- 
sive plan service is offered; a floor 
plan library is maintained with 
blue prints available for all plans. 
Financing services are also fur- 
nished. Repajzs and remodeling, 
as well as new building, can be 
hudgeted on a basis suited to the 
individual customer’s require- 
ments. 

The years of experience in the 
designing and construction of new 
homes led to the formation of Al- 
lied Housing associates, Inc. Dur- 
ing the war, this organization com- 
pleted construction of more than 
five thousand prefabricated houses. 
Most of these were made in the 
plant at Bristol, Pa., with a small 
number produced by contractors 
including the E. F. Hodgson com- 
pany of Boston. Soon Mr. Palmer 
acquired the Hodgson company, 
which is among the oldest manu- 
facturers of prefabricated houses 
in the country, merged it with Al- 
lied to form Allied-Hodgson Hous- 
ing corporation, house manufac- 
turers. 

Speaking of people behind the 
gun, Thelma C. Worthington, 
treasurer has been with the or- 
ganization since 1917. Her charm- 
ing personality, executive ability 
and life long experience with the 
company, make her invaluable. In 
charge of office procedure and de- 
tail, Miss Worthington has the 
uncanny ability to direct her ef- 
forts and those whom she super- 
vises always with a weather eye to 
sales and satisfied customers. 


ACTIVE EMPLOYE RELATIONS 

“KEEPING employees sales con- 
scious,” says Miss Worthington, 
“presupposes a correct attitude by 
them toward the company as well 
as by the company toward them. 
Good employee relations are an es- 
Sential part of our company’s ac- 
tivities.” 

No idle words are these either. 
They are translated into action at 
the Henry Palmer company. An 
excellent example is the model up- 
to-date and convenient ladies’ 
lounge designed for personnel and 
customers. Rather unusual for a 
lumber yard. It serves to exhibit 
‘those materials which readily 
adapt themselves for use in many 
Places about the home. From oak 
floors to Sanitas wallpaper, glass 





Attractive, capable young ladies greet customers in the office of this 
company which follows closely its slogan “The Complete Home Service.” 


brick, mantel, decorations and up- 
holstered furniture, everything is 
done to create an atmosphere of 
relaxation. An interesting fact is 
that this lounge is converted from 
an old time shed adjoining the of- 
fice, which at one time was an old 
storehouse. 

It is a practical example of what 
can be done through remodeling. 
It impresses customers favorably. 
There isn’t any doubt but that it 
has stimulated many modernizing 
ideas which eventually wound up 
as sales in the company’s cash reg- 
isters. 

REGULAR NEWSPAPER ADS 

PRESERVING customer good 
will is a continuing job at the Hen- 
ry Palmer company. No oppor- 
tunity which presents itself is ne- 
glected. An important part of this 
program is the regular use of the 
local newspaper. Through its pages 
the copy tells its readers over and 
over again week in and week out 
why it is good for them to do busi- 


cots (i ERB 
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ness with the Henry Palmer com- 
pany; how the company strives to 
provide the very best in services; 
and especially during times when 
it is all too easy to say “no mate- 
rials” ... to say instead “we 
are doing our best to find them for 
you... make us your head- 
quarters even though the 
OPA and other controls have gone, 
there are a few remaining ob- 
stacles; we are working for you all 
of the time.” In keeping with its 
policy, instead of buying whatever 
materials it can get and selling 
them for whatever the traffic will 
bear, the Palmer company is tak- 
ing it a little easy, is being par- 
ticularly careful to buy only ma- 
terials that come up to high qual- 
ity standards, and at the same time 
pledges reasonable prices. 

They work closely with Norm 
Advertising, Inc., of New York, 
their advertising counsel for the 
past four years. In this way they 
make sure to keep their advertis- 





SPACIOUS, well lighted salesroom of the company is shown in these two views of the interior 
of the store. 
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ing tuned to current needs and 
helpful to their customers. 

There are many additional ways 
that are used to build good will. 
It is not done hit or miss either. 
Good will building is an activity 
that is well planned and designed 
by the Henry Palmer company to 
fit into the over all pattern of being 
Langhorne’s first citizen. 

AIDING THE COMMUNITY 

DURING the war for instance, 
the company bought, erected and 
donated to the community a pre- 
fabricated aircraft spotting tower. 
In 1946 it erected and donated a 
refreshment stand and three ticket 
booths for the local high school’s 
football field. Prices are provided 
for events sponsored by various 
church organizations. The good 
will of the younger element in town 
is not neglected. 

A specific example of how the 
Henry Palmer company entrenches 
itself in the minds and hearts of 
its fellow citizens is indicated in 
its interest in the local Boy Scouts 
troop. Long ago, Henry Palmer 
Sr. took a personal interest in this 
wonderful boy’s development move- 
ment, provided material and had 
erected an attractive lodge for the 
summer camp used by the Boy 


Keene’s Cement. 


your guarantee of quality! 


SOUTH LANGHORNE 





© NORM ADVERTISING, Inc. 


Keep Up Your Home with USG Products 


As authorized United States Gypsum Co. dealers in this stctaite, 
we stock a large percentage of their famous materials. The 
number-one choice for siding is Glatex, the shining, enamel- 
like asbestos shingle. “Then there’s Red Top Insulating Rock- 
wool (a Fiberglas product) for year round home comfort. Sheet- 
rock, the fire-proof wallboard, is anothet famous USG product. 
See us, too, for Perforated Rocklath, Red Top Plasters, Red Top 


How about paying us a visit this week to find out mcre about 
these renowned USO products? Remember: the USG name is 


AENRY PALMER 
ESTABLISHED 1902._ 


PAONE 3751 





Scouts of Bucks county, called the 
Henry Palmer lodge; present com- 
pany management carries on this 
tradition. It loans trucks and 
drivers to take these boys back and 
forth to the camp. Good will build- 
ing? Certainly, and of the finest 
kind. It impresses parents, towns- 
people, and the boys themselves— 
who will be the buyers of tomor- 
row. 

Then, there are the local vol- 
unteer fire companies—ten of them. 
Each year the Henry Palmer com- 
pany arranges to make as large as 
possible a donation to each com- 
pany, and what’s more, without 
solicitation. As expected, it is done 
in such a way that it, too, is a 
good will builder. A suitable let- 
ter is sent along telling these vol- 
unteer firemen how the company 
appreciates their work, what it 
means and how the company feels 
toward it. Obviously there are a 
great many families who are di- 
rectly or indirectly concerned with 
the activities of the fire compan- 
ies. They like this unsolicited help 
—and news does get around. 


SERVICE BRINGS GOOD WILL 


EVERY opportunity to be of 
service is welcomed. None is ne- 











HERE THEY COME AGAIN! 


Those cold winter months will soon be back again. Get ready 
for them NOW before the last-minute rush! 
INSULATE—to shut out cold and save fuel 
ROOFING AND SIDING! REPAINT wherever necessary 
Make all needed REPAIRS! 


We have the top-notch materials you'll need and will be glad to 
help with expert advice 


AENRY PALMER 


ESTABLISHED 1902 


SOUTH LANGHORNE 


glected to help make friends for 
the Henry Palmer company. There 
was the instance of the six cys- 
tomers who complained of receiy- 
ing shipments of coal not up to 
the usual high standards. Just as 
quickly as possible, company trucks 
and employees were dispatched to 
the homes of these people, the coal 
removed, new coal placed in their 
bins, a guarantee of good burning 
qualities provided, at no cost of 
any kind to the customer—and at 
none either to the Henry Palmer 
company if you measure the re- 
turns in added good will and kind- 
ly feelings on the part of these 
people and all their friends to 
whom the story was told. 

From a small beginning, the 
company has grown to become a 
big company—big in the sense 
that an offshoot of its construction 
and design department flowed into 
one of the largest manufacturers 
of prefabricated houses in the 
country, but big also in the sense 
that as a first citizen of Langhorne, 
it accepts its community responsi- 
bility, intensely cultivates the 
friendship of its neighbors, makes 
itself an integral part of town 
growth and development — and 
thrives on it. 


Check your 


... Stop in SOON! 


PAONE 3751 
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How to Apply Insulation 
Board in Farm Buildings 


Biggest job facing dealers wanting to develop this market, is the 
reeducation of buyers of insulation board on the correct way to 
install and the proper way to use the board in farm construction. 


VERY AVERAGE farm in 

your trading area should be 
a potential customer for at least 
15,000 square feet of insulating 
board products. If the farm is a 
poultry, dairy or hog operation, 
the total potential can be many 
times this amount. True, a large 
volume of insulating board has 
been sold to farmers in the past so 
the total present potential would 
seem to be smaller. Unfortunately, 
however, what has been sold in 
many instances has reduced over- 
all potential not by the quantity 
sold, but by restricting overall po- 
tential in those farming areas 
where insulating board has given 
unsatisfactory service because it 
was improperly used. 

The big job ahead of all of us 
that want to develop this market 
is reeducating farmers, carpenters 
and yard personnel in how to use 
insulating board products properly 
in farm construction. We must 
continue to point out to our cus- 
tomers that no one set of applica- 
tion instructions will .serve this 
market, because the operating con- 
ditions in most farm buildings dif- 
fer. However, there is a right way 
to apply insulating board in every 
type of farm building. 


POINTS TO REMEMBER 

FIRST important consideration 
to keep in mind is that insulating 
board should be protected from the 
elements and from excessive mois- 
ture conditions within the build- 
ing, as well as damage by animals 
and machinery. 

The second important point is 
that the proper thickness of board 
should be selected for the work. 


Insulating board is made in %, %4 
and one inch thickness, to meet 
various construction requirements. 

Generally, the % inch thick 
product has been most popular. 
However, this 4% inch thickness is 
designed for use on sidewalls that 
have studs spaced on 16-inch cen- 
ters and in buildings that have a 
normal moisture content. There- 
fore, this product should not be 
applied over farm framing that is 
traditionally spaced on 24-inch cen- 
ters, unless furring strips are pro- 
vided under the board. This fur- 


ring should not be spaced wider 
than 16 inches on center. In dairy 
barns, hog houses, and poorly ven- 
tilated poultry houses better re- 
sults would be obtained if the nail- 
ing surfaces were restricted to 12- 
inch centers, with the % inch 
board. Headers should always be 
inserted between the nailing sur- 
faces at the unsupported ends of 
the insulating board to serve as a 
nailing base. 

The 34 and one-inch thickness ma- 
terial is most adaptable to the tra- 
ditional farm framing as it can be 





INTERIOR of poultry house lined with insulation board. The lower portion of the wall and the 
area around roost are lined with asbestos cement board to prevent pecking. 
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applied for both sidewalls and ceil- 
ing work, over nailing members on 
not more than 24-inch centers. On 
the interior ceilings of dairy barns, 
hog houses and damp poultry 
houses where no finish other than 
paint is used, this %4 or one-inch 
product will give better results if 
it is nailed on 16-inch centers. 


DO NOT FORCE BOARDS 
THIRD important thing to point 
out about insulating board is that 
it should not be forced into place. 


The large four-foot wide (up to 12 
feet long) boards should be in- 
stalled so as to leave a space of % 
inch between adjoining boards and 
at ends. 

Nails for applying %-inch thick 
insulating boards to studs, joists 
and rafters should be 11% inches 
long and for the %4 and one-inch 
products they should be two inches 
long. For most farm work, the 
large headed galvanized nails are 
preferable, although. common or 














Fig. 1. Exterior view of 
frame wall showing ap- 
plication of insulating 
board sheathing covered 
with wood siding ex- 
terior finish. 








































LEAVE Ye* SPACE BETWEEN 
INSULATING BOARDS 
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Fig. 3. Interior view of 
masonry wall showing 
application of furring 
strips and insulating 
board. 
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ARGE HEADED GALVANIZED NAILS 
SPACED 3” APA ALON 
AND NOT LESS THAN ¥” FROM EDGE 


WATERPROOF INGIDE SURFACE OF MASONRY 





SS 5 SF 3 Agent ALONG EDGES 
INSULATING ‘BOARD SHEATHING 


SPACE NAILS 6” PART 
ON INTERMEDIATE. FRAMING 








LSPAcE NAILS 
GC” APART ON 
INTERMEDIATE 
STUDS 


Fig. 2. Interior view of 
frame wall showing ap- 
plication of insulating 
board. 
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DETAILS for applying insulation board to the interior or exterior wall of a building. 


box nails may be used if these nails 


are not exposed to the weather or | 


humid conditions in the building, 

When applying insulating board, 
it should be nailed to intermediate 
framing first, spacing nails six 
inches apart. The edges should be 
fastened last and here the nails 
should not be less than *% inches 
from the edges and three inches 
apart. 


PROTECTING BOARD SURFACES 


WHEN insulating board is used 
as an interior surfacing material 
for buildings housing animals, it 
must be protected wherever ani- 
mals have access to the board. A 
wainscote of lumber, asbestos-ce- 
ment board, hardboard, plywood or 
other dense material to whatever 
height animals can reach will in- 
sure good results. In _ poultry 
houses a two foot high wainscote 
is satisfactory, but at roosts and 
nests the insulating board must 
also be covered to prevent pecking 
of the board. The material used 
for wainscoting should be nailed 
in place, with nails that are long 
enough to penetrate the studs be- 
hind the insulating board. 

Materials ordinarily used for ex- 
terior finish will adequately protect 
insulating board applied to the 
outside of a farm building. Exte- 
rior corners of buildings, however, 
should be reinforced with corner 
boards constructed with one-inch 


lumber three or four inches wide.. 





VAPOR BARRIERS 


WHENEVER insulating board 
is used on the inside walls or ceil- 
ing of dairy barns, hog houses, 
poultry houses or non-refrigerated 
potato or fruit storage buildings, 
it is essential that a vapor-barrier 
be provided on the inside surface 
of the insulating board. In these 
and other farm buildings, where 
high moisture conditions are part 
of the normal operation of the en- 
terprise, it is a good rule to pro- 
vide the best vapor-barrier avail- 
able. Generally, the very best will 
not cost more than a less expensive 
product and it will insure the op- 
erating success of the structure. 
Keep in mind that this vapor-bar- 
rier must last for the life of the 
building, so select only products 
that will insure long life. 

Consult your manufacturer’s 
representative on the best vapor- 
seal available, then display it so 
your carpenters and farm custom- 
ers will be familiar with it. Insist 
that your carpenters familiarize 
themsélves with the proper appli- 
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A TRUCK THAT 
FITS THE JOB 
LASTS LONGER 





I STANDS to reason that a truck will last longer — 
and will operate more economically —when it’s 
powered with an engine “sized” for the job. 


When you buy a Dodge ‘“Job-Rated” truck, for 
instance, you get not one of two or three engines— 


DODGE DIVISION OF 





but the right one of 7 different engines—the one 
‘‘Job-Rated” to handle your jobs most efficiently 
and economically. 


You get the right unit in every other part of the 
truck, too—the right one of 5 clutches, of 4 trans- 
missions, of 18 rear axles—the right brakes. 


Dodge can give you a truck that will fit your job 
—because Dodge builds a range of 175 different 
**Job-Rated’’ chassis models. 


So if you want a truck “‘Job-Rated’”’ for longer life, 
greater economy, and maximum dependability — 
hauling your loads over your roads—see your Dodge 
dealer for a truck to fit your job. And remember 
... only Dodge builds ‘‘Job-Rated” trucks! 


CHRYSLER CORPORATION 


" ONLY DODGE BUILDS (%¢-Kuid TRUCKS 
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Fit the Job...Last Longer ! 





cation of the products, as this is 
very important. When you sell to 
a farmer who will do the installing 
himself, make sure that he is 
given an instruction sheet on the 
proper application of the vapor 
seal. 

There are two types of vapor- 
seal materials on the market; one 
is the membrane type and the other 
is the liquid type. For permanent 
installations the membrane type is 
the best, as the liquid type will 


require repainting from: time to 
time. Under extreme moisture con- 
ditions, like in potato-storages and 
dairy barns, the membrane type is 
also best. For poultry houses the 
liquid type is satisfactory. 


It is usually necessary to apply - 


two or three coats of the liquid 
type barrier. The liquid should be 
applied evenly and thoroughly, so 
that there will be no weak spots 
through which the vapor may enter 
the wall. 
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7 ROOF RAFTERS 


Fig. 4. Insulating board ap- 
/ plied as a lining to under side 














INSULATING BOARD 


insulating board applicd to 
both flat and pitched por- 
tions of cciling. Also addi- 
tional layer of insulating 
board (if necded) applicd 
to under side of rafters. 


APPLY ROOFING ACCORDING TO 
MANUFACTURER'S SPECIFICATIONS 


THROUGH WOOD 

SHEATHING INTO 
FRAMING 

E NAILS 6” APART 

N INTERMEDIATE FRAMING 


USE LARGE HEADED GALVANIZED NAILS 
FOR APPLYING INSULATING BOARO 


Fig. S. Pitched roof with HEADERS Foe NAY 


INSULATING 
BOARD 


CPCTE CAECUEEE DEE EEE EDs. COPURPET ORO EROPEDEEEEEEES 8 


of roof rafters on 16” centers. 
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ROOFING 


AILING 
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INSULATING BOARD SHEATHING 
FOR. CEILING 
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SHEATHING 


Fig. 6. Insulating board 
used as roof insulation 
on pitched roof and cov- 
ered with wood shcath- 


SPACE NAILS 3“ APART 
ALONG EDGES AND 44" 
FROM EDGE 


FLOOVING 
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Fig. 7. Application of in- 
sulating board in floors 
(A) Once layer on under 
side of joists. (B) Two 
layers, one on under side 
of joists and the other 
on top of joists, covered 
with flooring. 
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APPLYING insulation board on ceilings and on pitched roofs. 






College Graduate 
(Continued from Page 41) 
havior; one who is familiar with 
architectural and engineering 

terms. 

Except for the limitations on the 
trades of carpentry and millwork, | 
believe the course at Michigan 
State college affords adequate prep- 
aration for the industry. I feel 
that timber mechanics should be 
included for its wealth of knowl- 
edge in the mechanical properties 
of wood. As yet this addition 
hasn’t been made. I included this 
course in my own curriculum and 
have not been sorry. 

New courses have been added 
such as circuits and wiring; heat- 
ing and ventilation; sales adminis- 
tration, real estate law, finance and 
brokerage; milling, plumbing and 
fitting; sheet metals. 

From time to time I have made 
‘aeuaaiaees to my alma mater 





Scores of young men and 
women specializing in housing 
and building products merchan- 
dising are graduating annually 
from the 23 colleges and univer- 
sities offering such courses. 

Many building products mer- 
chants are anxious to secure 

trained personnel for their or- 
: ganization. Such dealers are in- 
vited to communicate with 
AL&BPM, which is prepared to 
serve as intermediary between 
} the prospective employer and 
the qualified graduate. 











that might be incorporated in the 
curricula without much , difficulty 
and at the same time give the stu- 
dent a start over the previously 
mentioned trade barrier. For ex- 
ample, most freshman and sopho- 
more mechanical drawing courses 
detail certain fixtures found in en- 
gineering. I suggest that this 
class work be changed to the de- 
tailing of millwork such as sash, 
frames, doors, stairs and other 
common millwork in the home. 

At present I am preparing 4a 
} Suggested policy of strategy and 
tactics for my employer to assist 
him in mapping his merchandising 
program. I will gather my infor- 
mation from trade journals, college 
lecture notes and from my own 
experiences in the store. 

I believe the retail lumber in- 
dustry should utilize graduates in 
light construction as a valuable 
tool in this crisis to help keep 
building in private industry rather 
than have it return under public 
pressure to the bureaucracy of the 
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Federal government. 
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» Ss EOPLE know and respect-the Heatilator 
ae name. For 20 years the Heatilator Fireplace has been 
Ne a nationally advertised in leading consumer magazines. 
Ma > And for 20 years it has been proved in thousands of 
a= ( homes and camps all over America. People 
1 the : : trust Heatilator’s proved, «scientific design 
culty that gives them a fireplace that circulates heat 
stu- and will not smoke. That’s why the Heatilator 
— Fireplace is easier to sell! 


)pho- Your selling job is more than half done 
urses 


> ~/é ‘when you show a customer a Heatilator. And 

this , every Heatilator sale gives you another satis- 

4 : fied customer, added good-will, and a reputa- 

sash, e tion for handling proved, dependable mer- 
other chandise. 








Write today for complete dealer informa- 
tion. Heatilator, Inc.,:443 East Brighton Ave., 
Syracuse 5, N. Y. 





assist 
ising 
nfor- 


| *HEATILATOR is the registered 
llege trade name of Heatilator, Inc. 
own 


7 Circulatés Heat... .. Will Not Smoke 


uable 


fan HEATILATOR Fireplace 


1. Mh cameo. U.S. PAT. OFF. 
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The Salesman’s Slant on 


Advertising and Promotion 


You can easily organize to derive the maximum benefits 
from these powerful sales builders. Here’s how to do it. 


ADVERTISING HAS BEEN defined as a process 
of moving people towards products and merchan- 
dising as a process of moving products towards peo- 
ple. Sales promotion is a rather general term and 
can be used to describe any activity which promotes, 
advances or increases sales. 

In almost any business all of these forces are 
utilized to a certain extent. How effectively and how 
“extensively they are used determines, to a large de- 
gree, the success or failure of the business. 

In the average retail business, advertising is gen- 
erally confined to newspapers, direct mail, signboards, 
the classified section of the telephone directory, and 
possibly some radio time. Many firms, however, have 
used novelty or gift items such as calendars, pencils, 
ete. with the company name imprinted. 

Certain important ac- 


comes into the store. Sometimes only his interest 


has been aroused and he is far from sold. In any 
case, however, a salesman is required to close the 
sale. And the sale can be made or lost, expanded or 
reduced by the way the salesman handles the prospect. 

Since advertising and sales promotion cost money, 
every prospect they produce represents an actual— 
and sometimes sizable—investment in dollars and 
cents. That investment is lost unless the salesman 
converts the prospect into a customer. 

To the alert salesman a prospect spells opportunity 
—a_personal opportunity which his company has pur- 
chased for him with its advertising expenditures. 
The salesman who realizes this fact has the right 
slant on advertising and sales promotion. 


— 





ctivities of a retail concern 
cannot properly be defined 
as advertising but must be 


term sales promotion. In 
this category come win- 
dow and salesroom dis- 





, i IN A SERIES OF LESSONS FOR 
grouped under the general 0) CONSUMER SALESMEN OF LUM- 


BER AND BUILDING PRODUCTS 


INTERESTED PROSPECTS 


INTERESTED pros- 
pects are people who con- 
tact you. They may know 
exactly what they want or 
they may have only vague 
ideas. They may drop into 








plays, exhibits at building 
and home shows, participation in local parades, free 
newspaper publicity, etc. 

Advertising is like an aerial bombardment or ar- 
tillery barrage; it softens the ground and prepares 
the way. But the salesman is akin to the infantry- 
man for only he can gain the objective and close 
the sale. 

In successful retail lumber and building products 
concerns an impressive amount of time, talent and 
money is expended on advertising and sales promotion. 
An encouraging sign is that these expenditures are 
more intelligently directed, on the average, than they 
were in past years. The era of institutional lumber 
yard advertising is disappearing. Copy now features 
products, services and prices and is slanted to create 
immediate interest and desire on the part of the 
consumer. 

These expenditures are—or should be—of direct 
help to the salesman. The better he understands the 
purposes and functions of advertising and sales pro- 
motion the better organized he can be to take ad- 
vantage of them and apply their benefits to his selling 
effort. 

Advertising and sales promotion might help a com- 
pany in many ways—but the only tangible result they 
produce is to secure interested prospects for the sales- 
men of the company. All of these promotional ex- 
penditures can be justified only by the prospects they 
attract. <‘ 

Sometimes a prospect is 90 percent sold when he 
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the store, telephone or 
write a letter. Invariably, it is some form of adver- 
tising or sales promotion which made them aware of 
your company. Obviously, they have an interest in 
or a need for some product or service which they 
believe your company can supply. Otherwise they 
would not have bothered to contact you. 

For this reason every interested prospect offers an 
immediate sales opportunity and deserves prompt, 
considerate and intelligent handling. The interested 
prospect is in a mood to buy—or very close to it— 
and is not in a mood to wait very long for a seller. 

Following is a list of the usual factors which will 
motivate interested prospects to contact your com- 
pany: 

1. NEWSPAPER ADVERTISING. You should be famil- 
iar with all advertising run by your company and 
thoroughly informed on the products it features. 
Otherwise it will be difficult to handle effectively pros- 
pects who come in or telephone as a result of the ad. 
These people have taken the initiative. By under- 
standing their needs and directing their desires you 
can obtain many orders. Through your detailed knowl- 
edge of your company’s advertising you will be able 
to anticipate much of what the prospect is thinking 
—and wanting. 

2. DIRECT MAIL ADVERTISING. Here again you must 
study the advertising to do an effective job. Indi- 
viduals who send in return cards deserve the same 
immediate attention accorded to other interested 
prospects. 

3. WINDOW AND SALESROOM DISPLAYS. People at- 
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ELO-SIDING is a superior insulation siding. Its 
C core is genuine Celotex Cane Fibre Board, 
famous for insulation and strength. It is Ferox- 
treated to resist termites, dry rot and fungus growth. 
All sides and edges are sealed against moisture by a 
coating of asphalt, extra thick on the outside and 
surfaced with a durable, colorful finish of firmly im- 
bedded mineral granules that never needs painting! 


A MULTI-PURPOSE PRODUCT! 

Celo-Siding provides insulation plus sheathing, struc- 
tural strength and exterior finish... all in one appli- 
cation! So any building built with Celo-Siding is 
low in cost, easy to erect, has strong walls, requires 
no outside painting or maintenance. What’s more, 
it’s warm and draft-free in winter, cool in summer 
and is easy to heat and ventilate. 


IDEAL FOR ANY UTILITY BUILDINGS! 

Since insulated buildings can be built quickly at low 
cost with Celo-Siding, it is ideal for brooder houses, 
rain shelters, laying houses, work sheds... any type 
of utility building. . 


THE CELOTEX CORPORATION e CHICAGO 3, ILLINOIS 


NOW AVAILABLE! 





[ELoO- -SIOING 


TRADE MARK 





A Celotex product 
especially adapted to 
insulated farm 


building construction! 





NATIONALLY ADVERTISED! 

To tell your customers about this remarkable new 
Celo-Siding, a national advertising campaign is now 
running in farm publications, telling them to see 
their lumber dealers for Celo-Siding. In addition, 
merchandising and display material is available to 
the Celo-Siding dealer, to help you tell the story of 
this remarkable product. 


READY FOR YOU TO SELL NOW! 
For complete information on how you can cash in on 
the growing demand for Celo-Siding, see your Celotex 
representative or write us. Do it now! 
Celotex dealers: we will supply Celo-Siding broadside for 
mailing to farmers on R.F.D. Box Holder lists, imprinted 
with your name. No addressing necessary. Only cost to 


dealer is 114c postage per name. Write us direct ordering 
number desired. 


CeELo- SIDING 


TRACE MARK 


One of the Famous 



















tracted into the store by such displays are interested 
prospects. Welcome them promptly and make them 


feel comfortable. Ask courteous questions—get them 
to talk about their desires and interests. Sometimes 
a sale can be closed immediately. In any event get 
the prospect’s name and address before he leaves. 

4. RADIO ADVERTISING. Prospects developed by this 
medium will be handled very much like those who re- 
spond to newspaper or direct mail ads. Get your sales 
manager to keep you informed of any radio programs 
or spot announcements which are being used. 

5. CLASSIFIED SECTION OF TELEPHONE DIRECTORY. 
As a rule it is difficult to isolate inquiries resulting 
from this type advertising. Such inquiries will be 
received, however, and they indicate genuine interest 
because some one went to the trouble of using the 
directory and then calling your firm. It is up to you 
to get a clear picture of the prospect’s wants and then 
develop the sale. 

6. BUILDING AND HOME sHOws. If your company 
has an exhibit volunteer to work there during the 
show. Nearly all of the people who attend are inter- 
ested prospects. Don’t wait for them to take the 
initiative.- Introduce yourself. Take names and ad- 
dresses. Pass out literature but let prospects know 
you can give them more information in a personal 
conference. If possible make appointments for later 
calls—be sure to keep such appointments. 

7. SATISFIED CUSTOMERS. In a sense every well- 
handled sale of the past and every bit of service you 
render amounts to sales promotion against the future. 
When one of your satisfied customers develops new 
building needs or desires he will probably contact you 
first. Thus, he becomes an interested prospect once 
again. He requires prompt attention. 

8. MANUFACTURER'S ADVERTISING. Many of the 
producers of materials which your company distrib- 
utes will advertise in national magazines, farm pa- 
pers, etc. from time to time. These campaigns will 
uncover interested prospects in your territory. Some 
of the prospects may approach your company directly. 
The names of others may be forwarded by the manu- 
facturer—especially if his ads contain coupons or 
offer booklets or literature. All such prospects should 
be handled promptly. 

9. PROSPECTS DIRECTED TO YOU BY OTHERS. From 
time to time prospects may ’phone you or come to the 
store because it was suggested by one of your fellow 
employees, one of your satisfied customers, or a cop- 
tractor, architect, realtor or lending agency. Or in 
some cases these people may give you leads concern- 
ing prospects whom they know to be interested. You 
should follow up such leads whether the prospect con- 
tacts you or not. And you should always remember 
to thank the person who gives you the lead or steers 
the prospect to you. 


PROSPECTS YOU DIG FOR 


AT LEAST a part of any salesman’s time will be 
spent handling interested prospects brought in by the 
factors enumerated above. This work is important 
because it offers immediate sales opportunities, and 
should generally take precedence over other duties. 

However, creative selling demands that you locate 
other prospects and develop them into customers. As 
a rule your sales volume will not be consistently sat- 
isfactory if you wait for interested prospects to ap- 
proach you. 

The prospects you find and develop are called cre- 
ative prospects. They have not been directly and pow- 
erfully motivated by advertising and sales promotion. 
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If they had they would have become interested pros- 
pects and contacted your company. Chances are, how- 
ever, that these creative prospects have been influ- 
enced to some extent by your firm’s advertising. And 
since the ultimate accomplishment of advertising and 
sales promotion is to secure prospects for you, a dis- 
cussion of this type belongs in this article. 

Potential creative prospects far outnumber inter- 
ested prospects. Many people regularly see your com- 
pany’s advertising but never get to the point of tak- 
ing action. A lot of them have vague ideas and de- 
sires. As a creative salesman it is your job to locate 
all such people in your territory, crystallize their de- 
sires and get orders from them. 

Here are some proven techniques which will help 
you locate these creative prospects: 

1. VISUAL SURVEY. As you cover your territory 
keep your eyes open for homes and properties obvi- 
ously needing repair or improvement. You must work 
fast on such prospects as alert competitors will spot 
them too. Learn the names of the occupants and as 
much information about them as possible. In your 
sales talk emphasize the things their home needs with- 
out knocking or criticizing the property. 

2. CALL ON OLD CUSTOMERS. Get from your sales 
manager a list of old customers in your territory along 
with the date, item and price of the last purchase 
made by each. Call on these people, ask if past work 
and services have been satisfactory, leave them litera- 
ture and plant ideas which can later be developed into 
orders. 

8. PLANNED CANVASSING. Fill in your spare mo- 
ments by calling on all home owners in your territory. 
Plan to call on a definite, predetermined number of 
them each.week. Every call might not lead to an im- 
mediate sale, but follow-ups will develop much worth- 
while business. 

4. SATISFIED CUSTOMERS, ETC. Many people who 
would seldom steer an interested prospect to you of 
their own volition know of neighbors and friends who 


~ might be likely creative prospects. If you remember 


to ask for them you will get the names. 
5. PROPERTY TRANSFERS. Several dozen pieces of 
real property will probably change ownership in your 


(Continued on Page 80) 





QUIZ FOR CONSUMER SALESMEN— 


LESSON 6 
1. Advertising has been defined as a process of moving 
ateed bie adie oaa towards ..............+ (Fill in the 


blanks.) 


2. What advertising media are customarily used by your 
company? Are you acquainted with all of them? 


3. What is the one tangible way in which advertising and 
sales promotion can help you, as a salesman? 


4. What is an “interested prospect?” 


5. List six of the major factors which develop interested 
prospects. 


6. What is a “creative prospect?" 


7. How can creative prospects be located? ‘Give at least 
three examples. 


8. What important information is recorded on prospect 
‘cards? 


9. Have you made arrangements to obtain extra copies of 
the advertisements run by your company? 


10. Give at least three examples of effective ways in which 
you can use advertisements to make a hit with your 
prospects, 
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DOWICIDES curb losses of paper 





In paper manufacturing—and in other industries where micro- 
organisms damage materials and decrease output— Dowicides 
turn losses into profits. 


In paper mills, slime flourishes. And slime damage is expensive. 
Slime causes machine “breaks,” defective paper due to spots 
and holes, and excessive wash-up time. 


Conditions fostering slime growth vary. So do organisms 
causing slime—algae, fungi and bacteria. Control calls for 
careful analysis of slime types and application of proper 
killing agents. . 
Because of their broad effectiveness, Dowicides are widely 
used in slime control. They cut losses, too, by prolonging wet 
felt life, preserving adhesives and preventing mildew on la 
stock. And they make paper, boxboard and fiber board mold- 


resistant. 
In paint, textiles, lumber, leather—wherever mold, termites or 


bacteria attack—ask Dow to’select a Dowicide for your 
specific use. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


New York ¢ Boston ¢ Philadelphia e¢ Washington e Cleveland e Detroit 
Chicago ¢ St. Louis ¢ Houston e San Francisco e Los Angeles @ Seattle 
Dow Chemical of Canada, Limited, Toronto, Ontario 











CHEMICAL COMMENTS 









An Effective Thickener 
for Improved Dye Printing 


Methocel, Dow cellulose derivative, has 
demonstrated unusual possibilities as a 
dispersing, thickening, and binding agent. 
One of its important applications is in 
textile printing. As a thickener for fast 
color salts and diazotized bases for printing 
on naphthol prepared grounds, it yields 
prints of exceptional brightness, smooth- 
ness, and sharpness of mark with greater 
penetration and, efficiency of dyestuff. 
Methocel can be used in dyes either for 
machine or screen printing. 







Coating Fabrics for 
Chemical Resistance 


Saran F-122 Latex, a new Dow material 
for the textile industry, is used as a coating, 
sizing, impregnating and laminating agent 
in the treatment of fabrics. Coated with 
Saran Latex, fabrics are particularly well 
suited for industrial use where chemical 
resistance and durability are important. 
They can be made resistant to water, oils, 
greases, gasoline, acids and alkalies in the 
making of conveyor belting, tarpaulins and 
other products. Yarn and thread can also 
be sized with Saran Latex, making them 
waterproof and resistant to picking and 
linting. 


Flexible Heat 
for Paint Processing 


88 POUNDS 700°F 


PRESSURE Flexible heating sys- 


tems are a necessity 
| to many paint and 

varnish firms, where 

high-temperature 
_- processing require- 
ments vary widely. 
In one Midwest var- 
nish plant, where 
processing temperature requirements vary 
from simple heating to complex sequences 
of heating and cooling, Dowtherm, the 
high-temperature, low-pressure heat trans- 
fer medium, has been installed. With this 
indirect heating system temperatures can 
be adjusted easily for every specific job. 
The company uses a 3,000,000 btu/hr. 
Dowtherm vaporizer for heating and an 
independent liquid-phase Dowtherm cycle 
for cooling. Simple controls permit the 
two cycles to be coordinated for a variety 
of temperature combinations. 
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PROTECT POROUS MASONRY 
SURFACES AGAINST WATER 
SEEPAGE WITH WAY-T07E 


National interest in 
this product creates added 
traffic and sales for you! 


Water SEEPAGE is a national problem! Every rainfall brings seepage to porous masonry 
buildings in varying degrees. You can cash in on the country-wide interest in controlling 
water seepage by stocking and promoting Kay-Tite. No wonder Kay-Tite is a sure-fire item, 
for it provides a real, practical answer to water seepage problems. 


Kay-Tite is made of finely ground, inorganic powders, which help to correct water seepage 
problems in porous masonry by penetrating into the masonry and sealing the pores. © 


You can recommend Kay-Tite enthusiastically, for its performance has been proven ON-THE-JOB 
by builders, masons, architects and satisfied home-owners. Send for the profitable, fast- 
selling Kay-Tite $20.88 Deal, uniformly priced from Maine to California. Clip the handy coupon 
today. Kay-Tite Company, West Orange, N. J. 


Emst Hardware Co., Seattle Distributors for State of Washington Gs “ eae ure 
BRR oc aS oh 3 FOR WATER SEEPAGE 


PROBLEMS 


Kay-Tite Company, West Orange N. J. 
Send us the Kay-Tite $20.88 Deal—é6é 
cans White, 6 cons Grey. My cost $20.88. 
Total Selling Price $34.80. Also available 
in 50-Ib. drums. List price $11.00 
NAME 


oa Be poTECTIVE POROUS MASONRY COATING 


JOBBER'S NAME 
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Builders Told Price is No. | Problem 


Prospective home owners are gradually being priced ‘out of the market, 
speakers tell delegates to National Association of Home Builders. 


How TO BRING the price of 
finished homes within the 
reach of the average consumer is 
the big problem facing builders 
this year. 

Almost 6,000 of the Nation’s 
leading builders, including scores 
of retail lumber dealers, considered 
this problem at the annual conven- 
tion exposition of the National As- 
sociation of Home Builders in Chi- 
cago, Feb. 23-27. 

“The biggest problem we face 
this year is building costs,” de- 
clared Raymond M. Foley, national 
housing administrator. 


COSTS WILL LEVEL OFF 


REASSURANCE that construc- 
tion costs will level off sometime 
this year came from another gov- 
ernment official, Expediter Frank 
R. Creedon, who said: 

“I do believe that the cost of 
building materials and more par- 
ticularly the cost of construction 
in the coming months will level off, 
if they do not actually decline.” 

But unless home building prices 
do come down within the range 
that veterans and others can afford 
to pay, home builders can expect 
to lose their industry to the gov- 
ernment, warned Ray Sawyer, 
president of the American Veter- 
ans of World War II. 

Why building costs are up and 
what will bring them down 
brought divergent answers and 
proposed solutions from spokes- 
men for the building industry, la- 
bor, government and veterans’ or- 
ganizations. 

“Volume production throughout 
the industry is the one answer to 
the retail price tag,” declared Rob- 
ert P. Gerholz, past president of 
the NAHB, declaring that “more 
than ever home builders must 
maintain quality.” 

Gerholz said that many cost fac- 
tors “over which we have little if 
any control are gradually forcing 
us to price our houses out of the 
market that we know exists. Sales 
are no longer automatic.” 

As means to reducing costs Ger- 
holz suggested: decontrolling rents, 
Improved labor efficiency and in- 
creased production in the field; 
use of proved substitute materials; 
abolishing obsolete building codes; 
more economical methods of financ- 





PROMINENT lumber and building products dealers throughout the country comprised a sizeable 
part of the crowd attending the National Association of Home Builders. 1. Repartee during 
the panel on veterans housing drew a laugh from H. R. Northup, secretary-manager, NRLDA; 
Douglas Whitlock, chairman, Building Products institute, and Robert E. Johnson, deputy 
housing expediter. 2. Florida’s delegation included three representatives from one firm, 
Templin’s Inc.; Art Wesche, purchasing agent; John F. Templin, owner and Paul G. Kuntz, 
sales maanger: 3. Two dealers from Mississippi discuss convention activities with Don Mont- 
gomery, secretary, Wisconsin association. They are Paul E. Williams, secretary-treasurer, 
Builders Lumber and Supply company, Jackson and Woodrow W. Bailey, manager, Bailey 
Lumber company, Jackson. 4. Group of dealers from Louisiana; F. Lisle Peters, Louisiana Western 
Lumber company, Lake Charles; A. B. Clark, A. B. Clark Lumber company, New Orleans; 
B. J. Mertzweiller, vice president, Western Construction company, subsidiary of Louisiana West- 
ern Lumber company; Frank P. Davis, Parish Lumber and Supply company, Baton Rouge. 


ing; more efficient land planning 
and development. 

Reminding the convention that 
the five miracle war years should 
convince even the skeptic that 
Americans can have anything we 
want in a material way, Gerholz 
added this sobering thought: 

“In the face of the 270 billion 
dollar debt we must all realize that 
only full scale activity continuously 
maintained can hold our economic 
system together.” 

Restrictive practices on the part 
of labor are preventing full scale 
activity, several speakers declared 
at the panel session on apprentice 
training, wages and productivity 
of labor. 


RESTRICTIVE PRACTICES 


FOR the first time the associa- 
tion went on record condemning 
restrictive practices of building 
trades unions as a major obstacle 
to an increase in new housing con- 
struction. The association recom- 
mended the outlawing of the closed 
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shop and called upon labor to elimi- 
nate uneconomic restrictive prac- 
tices that represent a burden on 
the construction of homes.” : 

The association also charged la- 
bor with obstructing the training 
of apprentices and recommended 
at the same time that the ratio of 
journeymen to apprentices be four 
to one instead of 12 to 1, which the 
association contended is the na- 
tional average. The association’s 
directors also urged the immediate 
removal of all Federal government 
controls over construction. 

Leaders in the building products 
field expressed themselves strongly 
on the issue of government con- 
trols. 

“I’m for decontrols now,” de- 
clared Douglas Whitlock, chairman 
of the Building Products institute. 
“IT see no reason to retreat from a 
failure.” 

H. R. Northup, secretary-man- 
ager, National Retail Lumber Deal- 
ers association, joined Whitlock in 
expressing the viewpoint of build- 
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ing products merchants throughout 
the country. : 

“We want decontrol now,” as- 
serted Northup, pointing out that 
the government allocation of ply- 
wood is causing shortages of many 
millwork items. 

“We're not pessimistic about the 
supply situation at the distribution 
level,” added Northup. “We anti- 
cipate that the whole production 
picture will clear much more rap- 
idly if we can rid ourselves of 
these allocations.” 

Lifting all controls over build- 
ing is an invitation to suicide for 
the industry, contended John M. 
Sink, representing the Office of 
Housing Expediter. He declared 
that 25 million dollars in non-resi- 
dential construction is being de- 
nied weekly. If the ceiling is lifted 
on non-residential building, resi- 
dential construction will be hit 
badly, Sink said. 

“It’s a great mistake to take the 
knife Whitlock has handed you to 
cut your own throat,” declared 
Sink. 


VETERANS HEARD 


RICHARD CADWALLADER, 
chairman of the American Legion’s 
housing committee, advocated the 
removal of rent controls on new 
units. In his opinion the outlook 
for veteran’s housing “doesn’t look 
too good simply because of price.” 

Henry L. Warner, chairman of 
the housing committee for the Vet- 
erans of Foreign Wars, agreed 
with Cadwallader on this point. A 
survey indicates the average an- 
nual income of World War II vet- 
erans is $2,148. Approximately 94 
percent of all veterans are priced 
out of the market, Warner esti- 
mated. 


APPRENTICE PROBLEM 


EXAMINING the problem of 
supplying sufficient building me- 
chanics to handle the volume of in- 
creased building disclosed that less 
than 50 percent of the 100,000 
qualified contractors in the U. S. 
are now training apprentices. 

This figure was advanced by 
William F. Patterson, director of 
the apprenticeship training pro- 
gram for the Department of Labor, 
who agreed nevertheless with labor 
sopkesmen that sufficient mechanics 
will be available this year to meet 
housing demands. Emanuel Ler- 
ner, director of apprenticeship 
training for the National Housing 
agency, said reports from hun- 
dreds of communities already in- 
dicates that an insufficient number 
of journeymen are on call when 
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needed. Unless something is done 
to increase the number of appren- 
tices and speed up the training 
program, the 1946 cycle of incom- 
pletions is likely to be repeated, 
warned Lerner. 

Patterson directed a plea to es- 
tablish apprenticeship training 
courses to builders in cities under 
50,000 population where five veter- 
ans are applying for every appren- 
ticeship opening available. 


INTEREST RATES 


BELIEF that the present inter- 
est rates’ on home mortgages are 
likely to hold during 1947 was ex- 
pressed by John H. Fahey, com- 


missioner, Federal Home Loan 
Bank administration. 
“Interest rates on long-term 


amortized .home mortgages, in my 
opinion, are now too low to be safe. 
Management of unquestioned abil- 
ity and integrity is vital to the 
soundness and success of our sav- 
ings. institutions. There are far 
too many savings institutions of 
average size which do not have 


- enough income from their mort- 


gages at present rates. They can- 
not command the services of the 
kind of men they need, provide nec- 
essary reserves to cover inevitable 
losses and also pay a reasonable 
return to the millions of small sav- 


‘ers who furnish the great bulk of 


the money which builds our 
homes.” 

Mr. Fahey said it is unsafe and 
unwise to establish interest rates 
on long-term amortized mortgages 
for home owners generally below 
five percent. Overlending, he said, 
has unquestionably stimulated real 
estate speculation and an inflation- 
ary market. 

Expediter Frank R. Creedon re- 
vealed in his talk that FHA has 
been authorized to raise the $80 
average shelter rent to a maximum 
of $30 to $32 per month per room 
including service charges in “hard- 
ship cases” in New York and Chi- 
cago. While defending the_alloca- 
tion of basic raw materials to man- 
ufacturers of certain building 
products and ‘expressing his inten- 
tion of maintaining these alloca- 
tions as long as he believes they 
are necessary, Creedon said he be- 
lives the non-residential ceiling 
can be removed by the end of this 
year. 

Raymond M. Foley,- administra- 
tor of the National Housing 
agency, admitting that “the big- 
gest problem we face this year is 
building costs,” said that a consid- 
erable reduction in the overall cost 
of producing housing is possible in 
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advance of decline in some compo- 
nent costs. He believes an increas- 
ing number of units in lower price 
categories of both sale and rental 
housing will be available as the year 
advances. 

Howard B. Smith, director of 
the department of real estate 
finance, American Bankers associa- 
tion, discussing greater mortgage 
credit for builders and home buy- 
ers, said: 

“To enhance the purchasing pow- 
er of the public by reduction of 
down-payment and extension of 
mortgage term as proposed in. cer- 
tain housing bills now before the 
Congress will tend to inflate prices 
further, since additional credit 
alone does not increase the supply 
of housing. 

“When demand declines a liber- 
alized credit policy may be helpful. 
Under present conditions it can 
only result in higher prices.” 


ENLARGED MARKETS 

PREFABRICATION, the ex- 
pandable house, radiant heating, 
fluorescent lighting and new mate- 
rials were discussed in a panel on 
enlarged markets through new ma- 
terials and methods. A survey by 
Better Homes and Gardens some 
years ago disclosed 40 percent of 
prospective home owners want 1,500 
square feet and more of space; 40 
percent 1,000 to 1,500 square feet 
and 20 percent 1,000 square feet. 

When prefabs are. produced in 
volume, the prices will come down, 
Harry Steidle, manager of the Pre- 
fabricated Homes Manufacturers 
Institute, predicted. Unless they 
sell for less money, there is no 
reason for the existence of the 
prefab, said Steidle. 

There is a growing demand for 


‘ fluorescent fixtures in low cost 


homes, especially the kitchen, bath 
and laundry, said Elizabeth Gor- 
don, editor of House Beautiful, 
who declared that lighting is being 
talked about more than any other 
home feature. 

William F. Scheick, co-ordina- 
tor of the Small Homes council, 
University of Illinois, said evi- 
dence indicates the public will buy 
new material if it is as good as 
the material previously used and 
can be had at a reasonable price. 

Edward R. Carr, Washington, 
was elected president of the NAHB 
succeeding Joseph Meyerhoff, Bal- 
timore. Other officers are Rodney 
M. Lockwood, Detroit, first vice 
president; L. J. Boggs, Atlanta, 
secretary; Milton J. Brock, Los 
Angeles, treasurer and Arthur Fos- 
sier, Chicago, regional vice presi- 
dent. 
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BRUSHES by ‘PITTSBURGH 


A full line for every painting need 


THREE FAMILIES 


Pittsburgh’s 100% Pure Bristle. No finer 


brush made today. 


Pitsburgh’s exclusive Bristle-Neoceta,. 
Top quality performance. Cost about one- 
third less, 


Pittsburgh’s 100°% Neoceta. Cost 
about half as much as pure bristle, 
yet gives excellent performance and 
has special advantage, such as high 


resistance to water, 
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We prefer to have dealers themselves 
tell you of their success with Brushes 
by Pittsburgh. This excerpt from a 
letter by Edgar C. Price of the Priceless 
Paint and Hardware Co., Baltimore, 
Md. says far better than we could what 
Pittsburgh brushes mean to this pro- 
gressive dealer: “I have sold Neoceta 
Brushes since they came on the market 
in 1942. My sales have increased right 
along and I have never had a com- 
plaint. They make the most salable 
appearance of any brush on the market 
in its price range and has always shown 
me a satisfactory profit. I believe in 
selling real value.” 





Recent Dealer Conventions 


WESTERN RETAIL 


Huddleston will head Western 
Retail Lumbermens association 
TTRACTED BY THE first 
major display of building ma- 
terials since the war, more than 
one thousand retail lumber. dealers 
gathered in Portland for the 44th 
annual convention of the Western 
Retail Lumbermens association, 
Feb. 17-19. 

Ray W. Beil, president of the 
association, warned the lumber 
manufacturer that he “has a job 
to do and right now if we are go- 
ing to have the construction activ- 
ity that is vitally needed in 1947.” 


HITS PRICE INCREASE 


ADDRESSING the convention, 
Mr. Beil declared that “startling 
increases” have occurred in the 
price of lumber since OPA con- 
trols were lifted. 

“One might expect some of the 
smaller mills to take advantage of 
such a situation,” added Mr. Beil, 
“but the increases that I will give 
are from most of the larger manu- 
facturers that we have depended 
upon to hold the line during this 
unsettled period.” 

Mentioning specific increases 
ranging from 40 to 100 percent in 
lumber items, Mr. Beil turned to 
other commodities and their price 
structure since controls were lifted. 
Hardware, he said; has only in- 
creased 18 to 25 percent; prepared 
roofing, 20 percent; paint, 44 per- 
cent; insulation blanket and board, 
44 percent. 

“This simple comparison cer- 
tainly indicates that other manu- 
facturers seem to be doing a much 
better job of holding the line than 
our own industry. How can we 
expect the GI or anyone else for 
that matter to build in 1947 if our 
own industry continues with this 
steady upward trend.” 

That retail lumbermen are learn- 
ing to do business without depend- 
ing upon the sale of lumber was 
demonstrated by testimony by sev- 
eral members of the WRLA board 
who stated that their sales of lum- 
ber for the year had dropped 12 to 
14 percent of their dollar sales of 
all commodities. 

In his talk, H. R. (Cotton) 
Northup, secretary-manager, Na- 
tional Retail Lumber Dealers as- 
sociation, called for a “minimum 
of regulation and competition on 
the part of the government.” He 
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asked retailers to support the con- 
struction of rental housing, co- 
operate with lumber manufactur- 
ers and trades unions. 


BELL SPEAKS 


W. C. BELL, managing director 
of the association, declared in his 


RAY W. BEIL, outgoing president, Western 

Retail Lumbermens association, left, and A. J. 

Huddleston, Oswego, Ore., newly elected 
president. 


annual report that the “curbstone 
market speculator” is preventing 
the orderly and efficient distribu- 
tion of lumber and building mate- 
rials. 

Warning the dealers that they 
are facing new competition, Mr. 
Bell declared that the days of 
“take it or leave it’ are just about 
over. 

Resolutions adopted by the asso- 
ciation opposed the extension of 
war powers by the President; ap- 
proved apprentice and on-the-job 
training while condemning the ad- 
ministration of it; condemned the 
continuance of OPA suits as be- 
ing “petty persecution”; opposed 
present disruptive distribution 
practices which by-pass normal 
channels, tend to increase costs to 
consumers and slow down or stop 
the flow of material for housing; 
urged repeal of the Patman Act ex- 
cepting Title 6. 

A. J. Huddleston, Lakeside Lum- 
ber company, Oswego, Ore., was 
elected president of the association, 
succeeding Mr. Beil, Ray Beil 
Lumber company, Spokane. Vice 
presidents elected were: J. D. Ja- 
cobs, Lewiston - Clarkston Lumber 
company, Lewiston, Idaho; W. L. 
Johnson, Boise Payette Lumber 


company, Boise; Ted E. Drennan, 
Home Lumber and Coal company, 
Reno; J. W. Copeland, J. W. Cope- 
land yards, Portland; F. G. Mauser, 
F. G. Mauser Lumber company, 
The Dalles, Ore.; A. O. Fosse, 
Great Northern Lumber company, 
Wenatchee, Wash.; Thomas W. 
Gamble, Potlatch Yards Inc., Spo- 
kane; Charles S. Innes, Manette 
Lumber company, Bremerton, 
Wash. 


WISCONSIN 


Dumb Bell session features 
57th Milwaukee convention 
REVIVAL OF THE Royal Or- 
der of Dumb Bells, a luncheon 
session at which leading manufac- 
turers and distributors of building 
materials were invited to answer 
the intriguing questions, When 
Are We Going to Get Any, How 
Much, at What Price and What 
Cash Discount? was a highlight of 
the 57th annual convention of the 
Wisconsin Retail Lumbermens as- 
sociation in the Milwaukee audi- 
torium, Feb. 18-20. 

Over 300 retail lumber dealers 
attended the Dumb Bell session at 
whieh Secretary Don Montgomery 
presided and almost 3,000 regis- 
tered for the convention. 


ARP ELECTED PRESIDENT 

CLARENCE K. ARP, Home 
Lumber & Fuel company, Elkhorn, 
was elected president, succeeding 
E. E. Homstad, Black River, who 
completed a two-year term. Joseph 
Richardson, Richardson Lumber 
company, Sheboygan Falls, was 
elected treasurer. New directors 
are Willard D. Allen, Allen Lumber 
and Fuel company, Wales; Bruce 
M. Campbell, Campbell Lumber & 
Supply company, Superior, and 
Henry Washburn, Barker - Wash- 
burn Lumber & Fuel company, 
Sturgeon Bay. 

Hawley W. Wilbur, Wilbur Lum- 
ber company, West Allis, summar- 
ized price and production state- 
ments outlined by the speakers on 
the Dumb Bell panel. Although 
their business connections pre- 
vented a number of speakers from 
making flat statements on prices, 
listeners were able to get a good, 
idea of what they may expect in 
the future on most items. 

Speaking as sales manager of 
the Chicago district of Flintkote, 
N. A. Aimer, said that an upward 
adjustment in prices may be ex- 
pected in the near future. He 
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Get in on 
first deliveries 
by ordering ahead! 


DeWalt proudly presents this en- 
tirely new Model GE 7% H.P. power 
saw—especially powered for use in 
the yard. Deliveries are already be- 
ing made and production steadily 
increasing to take care of new 
orders. 


This new DeWalt is heavier — 
streamlined — sturdily built for 
continuoussatis- 
factory perform- 
ance. It is more 
flexible than 
ever before! 


Free on Request 
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The new DEWautr all-purpose saw 
with EXTRA POWER! 











Featuring advanced postwar con- 
struction is the new DeWalt direct 
drive motor which includes Fiber- 
glas insulation — grease-sealed-for- 
life motor bearings—and a new cast 
aluminum motor case. 


This DeWalt is-so far advanced 
that the best way to learn about it 
is to get our latest catalog, and ar- 
range to have dealers give you any 
additional information you want. 
Write for catalog — and for the 
DeWalt IDEA BOOK “New Ways to 
Make Money.” 


De WALT provucts corporation 


153 Fountain Avenue : 


Lancaster, Penna. 













































NEWLY-ELECTED officers of the Wisconsin as- 
sociation look over a convention program. 
Clarence K. Arp, Home Lumber & Fuel com- 
pany, Elkhorn, left, is the new president. 
Joseph Richardson, Richardson Lumber com- 
pany, Sheboygan Falls, is the new treasurer. 


pointed out that carload shipment 
prices today are just three percent 
higher than in 1940. 

IMPROVEMENT IN MILLWORK 

THERE will be some improve- 
ment in millwork this year, pre- 
dicted Sam Cook, Curtis compa- 
nies, Chicago, although this im- 
provement will be comparatively 
insignificant. However, the slightly 
increased production will be sub- 
stantial enough to help finish some 
jobs already started. 

Declining to make any predic- 
tion regarding prices, W. W. 
Woodbridge secretary-manager, 
Red Cedar Shingle bureau, said 
that a production increase of 10 
percent may be expected this year. 

Although he also stayed away 
from the price question, Donald 
Crooks, Douglas Fir Plywood, pre- 
dicted fairly good amounts in 
dealers’ hands by early July. Cur- 
rent production is at the rate of 
one billion 650 million square feet. 


WEST COAST WOODS 

PAUL E. KENDALL, West 
Coast Lumbermens association, 
speaking for west coast woods, 
said the estimated production for 
this year is six and one-half to 
seven billion feet. 

Western Pine production will ex- 
ceed five billion feet for many 
years to come, declared Phil Crapo, 
representing Western pine. 

A substantial increase in maple 
flooring this year was promised by 
L. M. Clady, secretary-manager, 
Maple Flooring Manufacturers as- 
sociation. 

Extensive plant expansions 
promisé higher insulation produc- 
tion for this year, according to a 
statement read from J. B. Black- 
burn, manager of the Insulation 
Board institute. Earl Hadland, 
speaking for Masonite, also prom- 
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ised a new plant for prestwood 
sometime this year. 

Because of the unexpected mar- 
ket which has developed for mor- 
tar cement, this item will probably 
be scarce all year, predicted C. R. 
Smith, district sales manager, Al- 
pha Portland Cement company. 


STEEL PROGRAM 


PRODUCTION of steel will de- 
pend on the box car program and 
labor conditions, R. S. Schmieder, 
general sales manager, Milcor Steel 
company, said. Lower steel prices 
may be expected, Mr. Schmieder 
said,. warning that if prices are 
raised labor may expect a part of 
this upward spiral. 

Taking the platform for build- 











homes dropping by about the same 
margin. 
MASON SPEAKS 

NORMAN P. MASON, president, 
National Retail Lumber Dealers 
association, urged that a housing 
board be established to take over 
the duties of the NHA and the 
powers and functions of eight gov- 
ernment departments now dealing 
with housing in his talk, National 
Affaivs Are Your Business. 

Calling for the repeal of the Vet- 
erans’ Emergency Housing act, 
Mr. Mason declared: 

“Rent control has contributed 
largely to the misuse of available 
dwelling space. In Kansas City, 
for example, apartments rented to 
only one person increased almost 
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QUESTIONS of price, production and cash discount were fired at spokesmen for building mate- 
rials manufacturers at the luncheon session of the Royal Order of Dumb Bells, the closing 
feature of the Wisconsin convention. Among those participating, left to right, Donald W. 
Crooks, Douglas Fir Plywood; Norman P. Mason, president, National Retail Lumber Dealers 
association; Hawley W. Wilbur, Wilbur Lumber company, West Allis; E. E. Homstad, retiring 
president, Wisconsin Retail Lumbermens association; Don S. Montgomery, association secre- 
tary and moderator of the panel; L. M. Clady, secretary-manager, Maple Flooring Manvfac- 
“turers association; John C. Cook, secretary, Clay Products association; O. C. Lance, secretary- 
manager, National Door Manufacturers association; W. W. Woodbridge, secretary-manager, 
Red Cedar Shingle bureau; Phil Crapo, public relations staff,, Western Pine association and 
Paul E. Kendall, West Coast Lumbermens association. 


ers’ hardware, A. R. Frasher, Mor- 
ley-Murphy company, Green Bay, 
declared the outlook for anything 
but locks is bleak. However, a fair 
supply of locks may be expected 
within 90 days. 

Paint supplies are critical and 
will remain so throughout the year, 
Arthur L. Barnard, sales manager, 
T. C. Esser company, said. More 
inside paint was promised for this 
year, also another price increase, 
at least by the Esser concern. 

Tremendous strides were made 
last year in building up productive 
capacity of brick and tile, A. C. 
Frisk declared, predicting that 
prices will remain firm throughout 
1947. 

Arthur A. Hood, editor, AMERI- 
CAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER, keynote 
speaker at the opening session, 
warned dealers to face the price 
situation realistically. 

“This is no time to attempt to 


March 15, 1947, AMERICAN LUMBERMAN & 


charge whatever the traffic will 
bear,” he asserted, predicting that 
prices will drop this year between 
30 and 40 percent above pre-war 
levels with the cost of finished 
50 percent during rent control, a 
recent survey showed.” 


WENZLICK’S PREDICTIONS 


THERE will be a scarcity of 
houses for the next three years but 
by 1955 dwellings will sell for less 
than they cost when built, Roy 
Wenzlick, St. Louis real estate 
analyst, predicted. 

Mr. Wenzlick said that real es- 
tate prices reached their peak last 
May and have been dropping stead- 
ily since. He said this is a good 
time to sell single family dwellings 
owned as investments, but pre- 
dicted that apartments, office build- 
ings and hotels will continue to g0 
up in value while farms are likely 
to decline. ; 

Dave Livingston, farmer phil- 
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Note the true lines, literally ‘‘straight as a 
die,"’ and the attractive corner-cap finish 


in this small home re-siding job. W 
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RE-SIDING JOBS PROVE 


THE EXTRA VALUES OF 





PRE QT 


EYNOLDS /ifetime ALUMINUM 


CLAPBOARD SIDING 


The beauty of this aluminum clapboard is 
your first volume-building, profit-building 
sales point . . . with new perfection in Colo- 
nial lines, never warping, never sagging. 

And under the paint are still greater 
sales advantages... lifetime permanence 
that defies fire, rust, rot and termites... 
structural strength combined with light 
weight... and reflective insulation from 
the inside aluminum surface, facing an air 
space that is 13/16-in. deep at butt. 

Builders like the fast, easy application 
of this self-aligning clapboard . . . precision- 
made for a snug, weathertight fit. Comes in 
12-ft. lengths with 8-in. exposed surface. 
Corner ¢aps, corner posts and other acces- 
sories available. 

There’s extra profit for you, too, because 
aluminum means lower handling costs. 
These clapboards are packed 24 to a bun- 
dle. A square weighs only 62.7 lbs. And 
besides light weight, they nest in small 
storage space, with less danger of damage 
in handling and storage. 

Current Reynolds national advertising 
shows interesting applications of this mod- 


ern building material. Detailed application 
information is included in the descriptive 
literature now available on all Reynolds 
Lifetime Aluminum Building Products. 
Write today. Reynolds Metals Company, 
Building Products Division, Louisville, Ky. 





NATIONAL ADVERTISING — full pages in full color 
appear regularly in Saturday Evening Post, Better Homes 
and Gardens, American Home, House Beautiful, Small 
Homes Guide, als@ two-color pages in Country Gentle- 
man, Progressive Farmer, Successful Farming. 


Buitpinc Propucts MERCHANDISER, March 15, 1947 








REYNOLDS 





LIFETIME ALUMINUM 


























Weatherboard Siding. Sheets crimped like 
4-in. clapboard. 8, 10, 12-t. lengths; 24-in. 
coverage. Sturdy extra-thick sheet, .024-in. 





Shingles. Individual shingles that interlock 
all around, weathertight, covering all nails. 
Two sizes: covering 8x14'/2 and 51/2x18'/2. 





Swa SAA 


**Snap-Seal’’ Roofing. Aluminum sheet with 
weathertight interlock covering all nails. 6; 





thick sheet, .024-in. 6, 8, 10, 12-ft.; 26-in. 
wide; 11%4-in. and 21/2-in. corrugations. 








5-V Crimp Roofing & Siding. Sturdy extra- 
thick sheets, .024-in.; 6,8, 10, 12-ft. lengths; 
24-in. coverage. 


Also: Aluminum Studs, Trusses, Window 
Frames, Garage Doors, Reflective Insula- 
tion and Complete Aluminum Houses. 


HUNDREDS OF MILLIONS OF SQUARE FEET 
ALREADY PRODUCED AND DELIVERED 
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OFFICERS who will serve the Mississippi Retail Lumber Dealers association Inc. for 1947, 





elected at the 21st annual meeting in Jackson, left to right: B. W. McClanahan, Columbus, first 

vice president; R. B. Vaughn, Biloxi, president; Royce Kimbrell, Meridian, retiring president; 

E. B. (Ted) Lemmons, Jackson, executive secretary and R. F. Evans, Vicksburg, retiring second 
vice president. 


osopher from Washington, Iowa, 
painted a bright picture for the 
farmer in his talk, Hints from a 
Farmer to Retail Lumber Dealers. 
He pointed out that the total farm 
debt of the United States today is 
only five million dollars while the 
farmers of the country have more 
than eight millions invested in war 
bonds. 


MISSISSIPPI 
Vaughn elected association 
president at 2|st convention 
R B. VAUGHN, Biloxi, was 
* elected president of the 
Mississippi Retail Lumber Dealers 
association Inc. at the 21st annual 


meeting of the association at the 


Heidelberg hotel, Jackson, Feb. 
19-20. B. W. McClanahan, Colum- 
bus, was elected first vice presi- 
dent. 

Labeling the housing shortage a 
misstatement, Edward H. Libbey, 
representing the National Retail 
Lumber Dealers association, de- 
clared that there are actually two 
million more habitable dwellings 
than families to occupy them, ac- 
cording to census figures for 1945. 

“Instead of a scarcity of housing 
structures,” Libbey declared, “there 
are a large number of dwellings 
which have been misused.” 

ANSWERS CHARGES 

ANSWERING the oft - made 
charge that the industry has been 
backward about accepting new ma- 
terials and building methods, Lib- 
bey added that use of accepted 
building materials has been blocked 
by antiquated building codes in 
hundreds of cities and correction 
of these codes calls for local, not 
national action. 


Furthermore, the use of im- 
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proved cost-saving methods of con- 
struction such as window units 
with glass installed at the factory, 
has been blocked by labor unions 
who insist upon glazing windows 
locally. 

Libbey contended that newer ma- 
terials ballyhooed by press and ra- 
dio are completely untried. He em- 
phasized that the industry, once 
freed of government controls, will 
solve the housing problem. 

Stanley F. Horn, editor, South- 
ern Lumberman, Nashville, speak- 
ing on the question, Will the South- 
ern Pine Forests Be Able to Supply 
Their Proportionate Share of the 
Demand for Construction Lumber 
During the Next Decade?, declared 
the South had a backlog supply of 
363 billion feet of saw timber that 
is growing almost as fast as it is 
being depleted. 

Other speakers on the two-day 
program included Ralph Carney, 
who advised dealers that they are 
entering a buyer’s market. Carney, 
vice president of the Coleman com- 
pany, Wichita, Kan., spoke on the 
topic, Youre Going to Have to 
Sell. 

Guest speaker at the annual ban- 
quet was Walter Spiva, Mississippi 
State Highway director. His topic 
was Communism in these United 
States—Is the Threat Real or Is 
It Imaginary? 

District directors elected were: 
No. 1, F. H. Cannon, Clarksdale; 
Harry Hungerford, Jonestown; No. 
2, Joe L. Virden, Greenville; W. S. 
Curry, Itta Bena; No. 3, R. F. 
Evans, Vicksburg; Oscar F. Tem- 
ple, Yazoo City; No. 4, G. W. Roll, 
Natchez; H. S. Prosser, McComb; 
No. 5, J. G. Hogue, Gulfport; S. G. 
Thigpen, Picayune; No. 6, R. C. 









Stockett, Jackson; J. D. Rucker, 
Meridian and S. G. Varnado, Jack. 
son. : 

Ne. 7, T. R. Kilpatrick, Louis. 
ville; W. P. Kelly, Winona; No. 
Guy Gravlee, Tupelo and T. B. Mil. 
ler, West Point. The executive 
committee consists of R. F. Evans, 
G. W. Roll, J. G. Hogue, S. H. 
Varnado and L. C. Gilbert. 


VIRGINIA 


Earl Hunt elected president. 


at Virginia Beach convention 

Earl R. Hunt, Arrington Lum- 
ber company, Norfolk, was elected 
president of the Virginia Building 
Material association at the 21st an- 
niversary convention held in the 
Cavalier hotel, Virginia Beach, 
Feb. 20-21. 

Almost 350 retail dealers attend- 
ed the convention which adopted 
resolutions calling for an end to 
Federal distribution controls; ask- 
ing suppliers to restore their pre- 
war cash discounts; asking sash 
and door producers and wholesal- 
ers to restore economic marketing. 

How the National Retail Lumber 
Dealers association is co-operating 
with many educational institutions 
throughout the country in promot- 
ing short courses and _ degree 
courses leading to a degree in light 
construction and marketing was 
explained by the association’s edu- 
cational director, Martin N. Cham- 
berlain. 

The general outlook for building 
materials was discussed by L. C. 
Hart, vice president and general 
sales manager, Johns - Manville 
Sales corporation. Robert A. Jones, 
managing director, Middle Atlan- 
tic Lumbermens association, Phila- 
delphia, outlined the progress be- 
ing made with the industry-engi- 
neered home, plans for which are 
being developed cooperatively by 
the Producers council and NRLDA. 

Highlight of the Friday session 
was the talk by Ralph W. Carney, 
vice president and sales manager, 
The Coleman company, Inc., Wich- 
ita, Kan. In his talk, You Must 
Sell to Serve, Carney outlined the 
opportunity for dealers in the heat- 
ing and appliance field. 

Other officers elected were: vice 
presidents, S. L. Burrough, Tappa- 
hannock Supply company, Tappa- 
hannock; Forrest E. Paulett, W. F. 
Paulett & Son, Scottsville; Earl $. 
Talbert, Winiker Lumber company, 
Danville, and John B. Young, Ed- 
gar M. Young & Sons, Inc., Fred- 
ericksburg. : 

Craige Ruffin, Richmond, will 
continue to hold the office of treas- 
urer and Harris Mitchell as secre 
tary-manager. 
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One-year soaking in sulphuric acid 
bath fails to corrode Lumite screen 


For one year, a piece of Lumite screen cloth was kept 
in a bath of sulphuric acid in the Lumite laboratory. 
At the end of this test the cloth was unharmed, because 
Lumite is made of a plastic that is essentially unaffected 
by chemical action! The toughest weather in the world 
has no effect on Lumite. It will not rot, rust or fade in 
salt air, rain, snow or sun. 


ANNOT STAIN NEVER NEEDS PAINTING 
EASY TO CLEAN 
FILAMENT DIAMETER-.015” | MESH—16 
THERMAL EXPANSION—None 
EFFECT OF AGE—None 


EFFECTS OF ACIDS, ALKALIES AND SOLVENTS 
—Essentially none 


NSILE STRENGTH, ULTIMATE (of filament)— 


secre Over 40,000 lbs. sq. in. 


An @ 
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Steel weight hits 43,200 times 
without denting Lumite screen 


Thousands saw this dramatic test at the National Hard- 
ware Show in New York. Lumite screen cloth was 
firmly splined in a conventional wood frame. Every 5 
seconds, 10 hours a day, for 6 days, this 5-pound weight 
was dropped 8 inches on to the screen. Each time the 
screen sprang back into shape! At the end of the test, 
the Lumite was still taut and showed no trace of wear. 


Distributed through Hardware and Woodwork Wholesalers 
For free sample and additional information, write to: 
LUMITE DIVISION 


Chicopee Manufacturing Corporation 
47 Worth St., New York 13, N. Y. . 


MODERN. 


INSECT SCREEN LoTk 
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HOUSE PLAN 
No. 626 


965 Square Feet 
21,000 Cubic Feet 





































1033 Square Feet 
23,500 Cubic Feet 


HOUSE PLAN 
No. 630 





Complete working blueprints amd specifica- 
tions of any house design published In this 
magazine are now available at $5 per set. 
Two sefs of plans for the same house are $8, 
three sets $10, four sets $12 when ordered 
at the same time. Ali the blueprints are in 
@ convenient 12x18 inch size and meet all 
FHA requirements. Please order plans by 
number, enclosing payment and address to 
American Lumberman & Building Products 
Merchandiser, 139 North Clark street, Chi- 
cago 2, Ill. 
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WASTING TWN CALENDAR 











BUILDING MATERIALS OUTLOOK IS PROMISING FOR 1947. Civilian. Production. Administration esti- 


mates overall lumber production this year at 36 billion feet. CPA expects 1,500,000,000 feet. will be im- 
ported, mostly construction softwoods from Canada. Cement production should be adequate, also concrete 
blocks. Demand for structural tile, a quarter million tons above 1946, will probably be met, although local 
shortages are possible. Brick will probably keep abreast of increasing demand. Clay sewer pipe may 
fall a little below demand... Mest serious supply problem in the construction field is likely to be cast iron 
soil pipe; the reasons: bad shortage of scrap.and the heavy demand for steel. Estimated production of 
asphalt roofing and siding products is put at about 85. million squares. Supply of asbestos shingle fiber 
has been rather short and may continue so. 





MILLWORK is the big question mark. Supply will be larger than 1946 but still short of actual needs. 


A minimum of 2,300,000,000 feet of lumber will be available to the millwork industry. Softwood plywood 
for this year is estimated at one billion 650 million square feet, three-eighths.. irich’ rough basis. This is 
about 15 percent above the 1946 production and is exceeded only by the 1942 output. Gypsum board is 
expected to surpass the. 1946 figure by 20 per cent. Although the production of plumbing fixtures is mount- 
ing, demand continues to outrun supply and may do so throughout the year except for such items as sinks 
and combinations. 


L-358 AND L-359 ARE LIFTED as of-March 31, lifting-controls on:lumber, millwork, hardwood flooring and 


softwood plywood. A new order, VHP-5, effective April’ 1; will control delivery of shop lumber. VHP-5 
requires that sawmills and distributors deliver 85 petcént of their production or receipts; in any quarter, of 
eight-quarter and thinner Douglas fir and Western piné shop lumber, including No. 3 clears, to millwork or 
cut-stock manufacturers. HH ratings are not extendable after March 31, but any such ratings applied or 
extended before that date must be honored. 


NEW PRIVATE CONSTRUCTION, estimates the Office of Temporary Controls, will amount to between 11 


and 12 billion dollars this year compared with about eight billion dollars in 1946. Stabilization of building 
costs is important if investment capital is to be attracted to the construction field. Shortages of specialized 
building labor and some shortages of materials are still hampering volumie construction. Cost of construc- 
tion increased by some 17 percent between November, 1945 and November, 1946 and the index of whole- 
sale prices of building materials rose 15 percent from Nov. 2 to Jan. 11. Increased production is expected 
to stabilize construction costs. 








ANALYSTS AGREE it’s smart to watch price tendencies these next three or four months. If prices should 


rise rapidly between now and July 1 expect an equally serious checking of demand in the markets and 
at a time when mounting production will need larger markets. Cost of living has increased 20 points since 
last June, the sharpest rise in so short a period since records have been kept. Workers income, adjusted 
to living costs and taxes, is six percent lower than a year ago and 16 percent lower than at. the war peak: 
These figures indicate why some analysts fear further rises that could block customers out of the, market 
and make for unemployment on a big scale. 





COST OF LIVING remains almost unchanged in the last six months. No serious buyer strikes are antici- 


pated. Some new wage agreements. are expected; probably no disastrous strikes. Rent increases will be 
soning later this year, but Congress doesn’t seem minded to vote the much talked 10 percent across-the- 
oard rise. 





THREATENED: BREAKUP IN EUROPE will bear watching. ‘The world outlook is. the worst since I've been 


of age,” says Senator Lodge. This country, points out William Philip Simms, is faced with an appalling 
choice. If we walk away, the Russians will set up a political and economic receivership for Europe on the 
other hand, this country cannot carry the world on a dole for long. When our big production. capacity 
catches up with home demand, this cquniry must haye foreign markets to carry its own economy: That's 
why the European crisis may well be the hardest domestic business problem of this generation. What hap- 
Pens in the next few months may shape the future of this country and this industry for the long haul ahead. 
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Prize Moniker 


E KNOW of no more appro- 

priate name for a retail 
lumber company than the official 
cognomen of the old established 
firm of Wood, Wood & Wood, Mas- 
sapequa, Long Island. During these 
days of acute shortages there prob- 
ably were times when there was 
more wood in the firm name than 
in the bins. 


* x * 


Good College Yell, Too 


W HILE WE are on the subject 
of firm names, do you know 
of any that is more liltingly eu- 
phonius than Tum-A-Lum Lum- 
ber company, Walla Walla, Wash- 
ington? Say it often enough and 
the first thing you know you'll be 
singing it. ; 


* * * 


- 


Never saw an industry so hell- 
bent on pricing itself out of mar- 
ket after market as lumber. 


. © * 


20 Per Cent Will Do It 


A FEW DAYS ago we came 
across the following sound 
advice in a somewhat obscure book 
written by Joe Kazan, a former 
millionaire who at 20 came to this 
country penniless from Greece, 
was rich for 20 years (beginning 
at the age of 30) lost his fortune 
in the panic of 1929. To a nephew 
he said: 

“Bob, if from the age of 10 to 
50 you-save 20 percent of every 
dollar you earn and put it in gov- 
ernment bonds and in trust, not 
revocable until 50, or annuity in- 
surance, it will curtail all your 
troubles in life. If you earn $1 
a day, less 20 percent next day, 
you live on 80 cents. If you win 
$10 less 20 percent, you ‘have $8 
left, and you lose only $8 next 
time. Had I saved 20 per- 
cent of my earnings I could have 
accumulated, at the age of 50, 
$300,000. Even had I lost my 


wealth before 50, I would have 
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lived like a king, after 50, inde- 
pendent, kind to others.” 

Not a popular philosophy in 
these spend-thrift times but sound 
advice nevertheless. Some of these 
days we'll all be needing a sub- 
stantial reserve and that applies 
not only to individuals but to every 
business concern. 


* * * 


The price of lumber, or anything 
else, cannot continue to go for- 
ever onward and upward. 


* %* % 


That 20 Percent Again! 


OT LONG AGO we heard a 

prominent lumber manufac- 
turer make the statement that in 
the thirties the industry lost 20 
percent of its invested capital in 
Washington and Oregon. 

Sounds like, a lot of money but 
it’s nothing compared with where 
it is heading at the present time. 

Today’s lumber prices are open- 
ing wide the doors for aggressive 
competitors who are taking market 
after market and will no doubt 
keep many of them. 

Not only are the prices of com- 
peting products often lower than 
lumber can afford (when the drop 
comes) but they are backed by the 
most powerful merchandising-ad- 
vertising programs the construc- 
tion industry has ever known. 

For lumber to attempt to under- 
sell and out-merchandise its many 
competitors in order to regain lost 
markets will be difficult indeed. It 
will not spend money for mer- 
chandising when business is good 
because it claims it doesn’t need 
to. When business is bad it has no 
money to spend for promotion! 

Eventually the lumber industry 
will find itself in a peck of trouble 
which is nothing new or strange 
for the simple reason that’s where 
it’s been most of the time in the 
past. 


* * * 
Buyer resistance is an American 


prerogative that grows more 
popular daily. 
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Good House But No Buyers 
WISCONSIN builder exer- 
cised every whit of his 

abundant ingenuity and finally pro- 
duced a two-bedroom GI home for 
$5,800. Good little house, too, and 
not greatly overpriced, based upon 


* prewar standards. Trouble is, none 


of the GIs in the area can qualify 
as buyers. Best prospect was short 
$1,200, after exhausting his bor- 
rowing ability, and wanted the 
builder to take his unsecured note 
for that amount so he could move 
in at once. Lots of hooey mixed 
up in this whole hulabaloo about 
houses and a great many other 
things. 


* ¢ ¢ 


“Demand” doesn’t mean _ that 
everybody is going to be able to 
buy what they need when it be- 
comes available. 


ee 9 


The Battle Lines Are Forming 
FEW DAYS AGO we drove 
from Davenport to Burling- 

ton, Iowa, and were impressed with 
the vast amount of corrugated 
aluminum roofing being used. Re- 
tail price was from $12.50 to 
$13.00 per 100 square feet. A far 
cry from the time of Napoleon 
when it was used for tableware 
and cost $545 per pound! At the 
end of the return trip, we drove by 
the mile-long site at Bettendorf, 
adjoining Davenport, where $30,- 
000,000 is being spent for a new 
plant to make aluminum sheets. If 
that doesn’t spell competition with 
a capital “C” we’ll give up. 


* + 


Better begin to flex those flabby 
selling muscles. 


* * * 


Time to Stop, Look, and Listen 
ROM OMAHA comes the re- 
port of a bewildered lumber 
dealer who calls attention to the 
advertisement of a tire company 
which features an insulated steel 
farm building for $475. The dealer 
is much concerned because his 
price for a lumber structure of the 
same size (but with no insulation) 
is $660. Who wouldn’t be! 
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The Neils Knot Sealer was 
invented in our constant 
effort to improve the use- 
fulness of our lumber. It 
forces glue from both sides 
of the board around any 
‘knot which is or shows a 
tendency to become loose. 
Because knots will not 
loosen or fall out after 
such treatment, the value 
and utility of the board 
are increased. 


Although we are now pro- 
ducing as much high qual- 
ity lumber as possible we 
cannot take care of all 
the requirements of our 
good customers, but we 
hope we will soon be able 
to fill all your lumber 
needs. 


No. 44 in a series on modern lumber manufacturing. 


J. NEILS LUMBER COMPANY 


Klickitat, Washington Member Western Pine Association Libby, Montana 


6. ee Ne ae ee ee ee 


THE LANE TRACTOR SAW MILL with Log-Beam Set 
Works and Portable, 3-Section Bed is built strong but 
light for fast, economical operation and to facilitate 
frequent moving. Its sturdy construction, accuracy and 
convenience of operation make it the favorite among 
mill operators. Lane Tractor Saw Mills are designed 


for varied requirements. Write for particulars. 


a 


TRACTOR SAW MILL 


3-Section Portable Bed, 


og-Beam Set Works 


OVER 88 YEARS EXPERIENCE BUILDING SAW MILLS 


eS Manufacturing Company MONTPELIER, VERMONT 
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Rol-Away Truck 


The Rol-Away is a new type of 
truck with a specialized purpose— 
the handling of long, flat material 
and pipe or tubing. It is designed 


to enable one man to load, move 
and store loads which formerly re- 
quired three or four men. It is said 
to eliminate the need for lifting; 
the leverage of the truck doing the 
job. It rolls freely in any direction. 





Of aluminum construction, it 
weighs only 67 pounds. The oper- 
ator is protected because he works 
from the safe side. For further 
information and descriptive mate- 
rial write Beall Pipe and Tank cor- 
poration, Dept. AL&BPM, 2101 S. 
W. Jefferson street, Portland 1, 
Ore. 


Home Radio System 


A new type of functional, built- 
in home radio and sound system, 
which is to be distributed through 
retail lumber dealers, was an- 
nounced last month. Engineered to 
be a functional part of a home, 
the new system, known as Reeves 
Soundcraft radio, consists of four 
major parts—a portable;tuner, an 
amplifier, a record player and one 
or more speakers plus an antenna 
and the necessary wiring to connect 
the various units. The portable 
tuner, about the size of a cradle 
telephone, is the only part of the 





system which appears in the room, 
All other units are concealed in the 
walls or other suitable space. Home 
planners will be able to select any 
combination of types or numbers of 
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PORTABLE 
TUNER 


speakers required to suit the speci- 
fications of the home. The company 
has prepared data sheets showing 
wiring, installation and dimensional 
details for the various units. For 
more complete information write 
Reeves Sound studios, Dept. AL& 
BPM, 10 E. 52nd street, New York, 
N. Y. 












Wood Preservative 


Wood treated with Rot-Ban and 
used underground for 25 months is 
said not to show signs of fungus at- 
tack or rotting. It offers savings 















POSTS 








POLES 


NORTHERN WHITE CEDAR POSTS 


for Immediate or Spring Delivery 


All Posts are carefully graded according to Northern White Cedar Association Specifications. 
Shipped from our Yards in Northern Michigan and Minnesota. Write for Quotations. 


Manufacturers of 


Pre-fabricated Rustic Fencing and Lawn Furniture. 


THE Mac Giztis ann Gipss Company 


324 East Wisconsin Ave., Milwaukee 2, Wis. 


Yards and Plants: New Brighton, Minn., — White Sulphur Springs, Mont., — Gladstone, Mich., — Ensign, 
Mich., — Wallace, Mich., — Little Fork, Minn. 


LUMBER 





TIES 








PULPWOOD 
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PresTile National Advertising 
pre-sells your customers 





Bias month, through Better Homes & 
Gardens, American Home and other magazines, 
more and more homemakers.are learning about 


the advantages of using Prestile... the quality | 


tileboard with its plastic beauty baked in. While 
we are striving to meet overwhelming demand, 
Prestile continues to advertise as an aid to 
dealers, contractors and architects. 
PRESTILE MANUFACTURING COMPANY 
2860 LINCOLN AVE,, CHICAGO 13, ILL. 


Wis Plast Beauty “i Baked Ia" 
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The need for high speed cutting re- 
sulted in radial power saws. But Comet 
Saws offer more than exceptionally high 
cutting speeds. They also assure ex- 
tremely high accuracy. This Comet 
combination is superior in every way. 
Moreover, Comet speed and accuracy 
remain at high level through years of 
constant operation. Comet performance 
is a product of Comet construction. 
Order from your dealer or write direct. 


CONSOLIDATED MACHINERY & SUPPLY CO., LTD. 
2029-33 Santa Fe Avenue, Los ma cgar easton 0 thd 21, California 















wherever wood and fabric are ex- 
posed to moisture, mildew, fungi- 
mold, termites or other boring in- 
sects. It is a metallic napthenate 
preservative that penetrates, leav- 
ing a resistant metallic deposit that 
seals and protects. It can be 
brushed, dipped or sprayed. It is 
suggested for use on fences, posts, 
-hoist platforms, rope, canvas, bur- 
lap, steps, poles. For a free one- 
gallon sample and descriptive folder 
write on your letter head to Perma 
Products company, Dept. AL&BPM, 
7001 Morgan avenue, Cleveland 4, 
Ohio. 





Weather Protective Material 


Some of the uses for Seal-Pruf in 
building construction are flat roof- 
ing, underlaying of peaked roofs, 
attic floors, side walls, window 
flashing, basement, finished cellar, 
foundation, flooring, water basins, 
side walks, kitchen cabinets, tanks, 
etc. Seal-Pruf is applied by un- 
rolling and nailing upon either a 
flat surface or shaping around un- 
even surfaces. It is said to give 
thorough water protection, and in 
attics works as an insulation. It 
comes in 32 and 36 inch widths, and 
approximately 72 and 90 feet long. 
It is made in black only, but can be 








*Posterity. 
(says Webster) 
n. Person’s descendants: 


those that come after, 


later generations,” 





Yellow Pine 


KIRBY BUILDING 





KIRBY 





will be asking : — 


"Te tt at good as Kirbhy'e7" 


LUMBER 
CORPORATION 


Southern Hardwoods 





A Wood for Every Purpose” 


HOUSTON, TEXAS 














painted to any color. It can be 
bonded by the use of hot asphalt, 
cold solvent asphalt, many cements 
or by laminating with itself. ]t 
can be nailed to any surface. It js 
said to be mildew resistant and not 
affected by strong solutions of acids 
and alkali. For more complete de- 
tails write Rubber & Plastics Com. 
pound company, Dept. AL&BPM, 
30 Rockefeller plaza, New York 20, 
a 


Hush-a-Door 

Hush-A-Door is a combination 
of a special steel spring and a rub- 
ber wheel, designed to take the 
“bang” out of the closing of a 








screen door. It takes the shock of 
the closing door and silently rolls 
the door to a closed position. It is 
simple to attach, and it comes on a 
colorful display card. It is pack- 
aged one dozen to a box. For more 
complete information write Screen 
Patch company, Dept. AL&BPM, 
638 Commercial Trust building, 
Philadelphia 2, Pa. 


Dow Weed Killers 

Dow Contact Herbicide is a gen- 
eral purpose weed killer that kills, 
outright, most annual weeds and 
kills the above ground foliage of 





perennial weeds and grasses. It is 
valuable where mowing is imprac- 
tical such as along ditch banks, 
roadsides, fence rows and building 
foundations. It is said not to ster- 
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We can’t furnish everything, but the future supply 
outlook appears a little better. 


Specializing in KD worked to order furniture Dimen- 

sion and industrial cut stock, we'll be pleased to 

cooperate with furniture parts buyers and industrial lumber con- te 
sumers on their future requirements; also users of cut-to-length To Mills: 


: Reliable shippers interested in 
cleats, battens, crating and cudilr ‘capsamiema: si ‘ear 





e WINSTON- shorts. Some increased sup- oe are invited to — 
SALEM li of gum, oak, mahog adn on. eee’ Gens pe 
ies - 
NORTH CAROLINA P g . : could handle considerably 
; any and maple panels. more of others. You may 
have what we need. 


L. Ml. Bacnat ..:.2:. 
‘ © WINSTON-SALEM 1, N.C. 





For the Steam Mill 


the shot gun feed has 
never been equalled. 


Install a shot gun feed for increased cut and 
smoother operation at a lower manufacturing cost 
by eliminating cables, gears and belts altogether. 


Cunningham manufactures 5”, 6!/." and 8” shot gun 
feeds to meet your needs. 


5” x 36’ gun is available 
for immediate shipment. 


ee ETOB Shreveport HO42.19 
CUNNINGHAM MACHINERY C0. 


SHREVEPORT, LOUISIANA 
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WHAT'S NEW? 





ilize the soil. Dow Selective weed 
killer kills or effectively checks the 
growth of many annual weeds, but 
does not harm certain crops that 
are difficult to wet. It is said to be 
non-corrosive to spray equipment, 
and is said to have no undesirable 
effect on the soil. 2-4 Dow Weed 
killer kills the whole plant, but 
while weeds are killed grass con- 
tinues to grow. Both hand and 
power spray equipment can be used. 
For more complete details about 
these weed killers write Dow Chem- 
ical company, Dept. AL&BPM, Mid- 
land, Mich. 


Brush Cleaner 


Just announced is Time Saver 
brush cleaner, a liquid cleaner de- 
signed to do away with a long soak- 
ing period. It is said to clean most 
hardened brushes in less than one 
hour, and yet is said to be harmless 
to bristle, hair and nylon. It leaves 
no after-odor. The cleaner is avail- 
able in pints, quarts, gallons and 
54-gallon drums. The company 
states it can make immediate ship- 


ments. A three-color display card 
is available. For more complete de- 
tails write Time Saver division, 
Dept. 12, Celco Sales corporation, 
110 E. 42nd street, New York 17, 
N. Y. 


Saw Jointer 


The Wasco saw jointer will dress 
the set of the saw teeth to a uni- 
form cutting line on all hand, band 
and circle saws. The cast alumi- 








num frame is approximately four 
inches long with a steel extension 
rod five inches long. Two steel but- 
tcns contact surface of blade and 


_act as a fulcrum for the adjustment 


screw on the end of casting. The, 
replaceable high carbon steel mill 


file is ¥gx%4x2 inches and is vigeq 
in its recess by a %4 inch cap screy, 
The depth of the cut made is regy. 
lated by an adjustable thumb 
serew. For further information 
write Associated Research, Inc, 
Dept. AL&BPM, 1915 E. Central, 
Wichita 7, Kansas. 


Woody Cartoon 


A Woody cartoon panel has been 
created for building material deal- 
ers across the nation. This re- 
freshing twist to lumber advertis- 
ing marks one of the first attempts 
to bring top-notch cartoonists and 
idea men within the financial reach 
of all dealers. Woody provides his 
clients with carefully slanted car- 
toons touching every phase of 
building materials, building sery- 
ices -and maintenance. Woody 
serves as a trademark and slogan 
for use in any advertising, in ad- 
dition to the newspaper panel. 
Woody has been created to fit each 
need of individual requirements. 
Representatives make personal 
calls to learn each client’s problems 
and the needs are transmitted to 
the home office. Holiday panels 
with a building message are in- 
cluded. Logically the service is 
































RILCO RAFTERS for every 
type of Farm Building 


CROP STORAGE 
BUILDINGS 


iw. 


MACHINE SHEDS 


A Product and a Policy that Assures 
Extra Profits for Reta Dealers! 


on their scientific accuracy. 


RILCO is the type of operation lumber dealers like. 
First there is product quality. 
Rilco leads in design. Competent engineers design Rilco 
Rafters to meet load and wind requirements. You can depend 


Rilco leads in precision manufacture. From the selection of 
lumber, and the best structural glues on through accurate 
manufacture and finishing for delivery to the job, every 
step is controlled to make Rilco Rafters meet the high Rilco 

standard. You can depend on their structural soundness. 

Rilco leads in selling help. Rilco Rafters are consistently adver- 
tised in farm papers and builders’ magazines. Rilco supplies 
promotion material for dealer use. 

And Rilco has resident representatives, skilled service engi- 
neers to help lumber dealers sell more Rilco Rafters. You can 
depend upon Rilco to help you sell. 

There’s a Rilco Rafter for every type of farm building and 
Rilco glued laminated framing members for factories, warehouses, 
stores and garages. Write us for the Rilco story—a story about a 
Product and Policy that assures Extra Profits for Retail Dealers. 


S LAMINATED PRODUCTS; INC. 


A WEYERHAEUSER INSTITUTION 
1680 First National Bank Building ¢ St, Paul 1, Minnesota 


Eastern Division: WILKES BARRE, PENNSYLVANIA, Western Division: SUTHERLIN, OREGON 
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sold to only one lumber or building 
concern in each community. For 
more complete details write the 
Worldwide Syndicate, Dept. 
AL&BPM, 403 S. Akard, Dallas, 
Texas. 


New Bathroom Fixtures 


Shown here is a new line of 
chrome-plated bathroom fixtures. 
Included are an 18-inch towel bar, 
94-inch towel bar, tissue holder, 





scap dish, comb, tumbler and tooth- 
brush holder, glass shelf and 
brackets and robe hooks. The 
manufacturer says that at present 
they can make shipments one week 
after receipt of orders. For a price 
list and further information write 
John J. Warso & company, Dept. 
AL&BPM, 42 Linden avenue, 
Youngstown 4, Ohio. 


Aluminum Mail Boxes 


Cast of Ebaloy “B” aluminufn 
alloy, it is said these mail boxes 
will not rust and smudge the side 
of the house and will not deteri- 


























orate. Shown in the extra large 


Size which is wide enough for 
pocket edition magazines and legal 
size envelopes. A hasp arrange- 
Ment permits locking with small 
padlock. Self-draining, the rain 
water drains away. Advertising 
display card with each box. A 
Smaller size box for postal cards 
and letters is also made by the com- 
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Heres Whig DEALERS PREFER 


Nu-ART 


ALACROME 


MOULDING 


Tibe 
(Cc 


BIG PROF ITS You make a higher percentage of profit per 


dollar of sales on Nu-ART Mouldings than on almost any other item you handle. 


WE PAY FREIGHT ....cec mts 
PACKED BETTER sets: nes sins 


strong wooden boxes instead of weak paper shipping tubes. This is more ex- 
pensive for us but insures delivery to you in perfect condition. 


SCREWS FURNISHED 3. sic nosis cm 


with the nail or screw holes drilled, and the necessary nails or screws furnished. 


BEAUTIFULLY POLISHED .....; 


Mouldings are polished to a beautiful luster. Each length is placed in a protec- 
tive Kraft tubing. 


These are a few of our 200 standard sections 


mS 


iy 








Write today for | 


1947 catalog showing 
complete line of Nu-ART 
Mouldings and Edgings, 
with price list. 


MACHLANBURG- DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 











pany, with a clamp for newspapers 
and magazines. For more complete 
information about these boxes 
write Ebaloy Inc., Dept. AL&BPM, 
Rockford, IIl. 


Rust-Proof Screens 

A new type of rust-proof insect 
screen for doors and windows has 
been demonstrated recently. The 
screen is produced with extruded 
filaments of vinylidene chloride in 


the same construction as conven- 
tional types of screen. The cor- 
rosion - resistance feature of the 
screen, is said to be a permanent 
guarantee against rust stains on 
woodwork or stucco beneath the 
windows and doors. In addition, it 
is said the screen never needs 
painting; can be cleaned easily 
with a damp cloth or stream of 
water, has high impact strength 
For more complete information 
write Lumite Division, Chicopee 
Manufacturing corporation, Dept. 
AL&BPM, 47 Worth street, New 
York 13, N. Y. 





- 








MENOMINEE 
INDIAN MILLS — 





First in Managed Forest Conservation 
First in Scientific Lumber Seasoning 


Two practices are uppermost in the operation of progressive 
Menominee Indian Mills, Neopit, Wis. 


One is careful management of timber supply, by which the 
mill has cut more than a billion feet of timber over a 35-year 
period, from original holdings of 750 million feet, and still has 
750 million feet of standing timber today. 


The other is scientific lumber seasoning. Moore Cross- 
Circulation Kilns dry hardwoods and hemlock on prede- 
termined schedules to desired uniform moisture content — 
reducing drying costs and improving quality of seasoning. 


The Moore Cross-Circulation system will also prove a good 
paying investment for your plant. Write today. 


If you are interested in kiln drying 
and wish to be placed on our mail- 
ing list, send us your name and 
name of the firm with which you 
are connected. 





————— 


Moort Dry KILNS 






Rares 
‘ 


7 


MOORE DRY KILN COMPANY 


Largest Manufacturers of Dry Kilns and Veneer Dryers 


JACKSONVILLE 1, FLORIDA 
VANCOUVER, B. C. 
NORTH PORTLAND, ORE. 








Adjustable Circle Cutter 


Designed for use in any standard 
drill press, woodworking machine 
or suitably mounted spindle ma- 
chine, the Bruno adjustable circle 
cutter cuts any size hole from 1% 


to eight inches in diameter in sheet 
metal, wood, plastics, etc. It is fur- 
nished with combination drill pilot 
and new improved high speed steel 
cutting blade that is said to take a 
clean, fast cut, throws out chips 
and does not clog. For specifica- 
tions and more complete details 
write Bruno Tools, Dept. AL&BPM, 
9330 Santa Monica boulevard, Bev- 
erly Hills, Calif. 


New Gold Paint 


Just put on the market is a new 
quick-drying gold paint in ready- 
mixed form. It is said to have 
striking brilliance, perfect leafing 
and protects the surface on which 
it is applied. It is packaged in the 
usual popular sizes for retail sell- 
ing as well as in bulk for industrial 
use. It can be brushed, dipped or 
sprayed. -For further information 
and prices write the 20th Century 
Paint and Varnish company, Dept. 
AL&BPM, 456 Driggs avenue, 
Brooklyn 11, N. Y. 


Plans That Reduce Costs 
(Continued from Page 42) 
as the comparative method and 
embraces internal comparisons and 
external comparisons. 
Internal comparisons balance the 
expenses of one month against an- 


-other, one season against another, 


one year against another, and one 
department of the business against 
another. This is an effective meth- 
od, but the merchant using it must 
consider legitimate reasons for in- 
creased costs during a certain pe- 
riod, for normally higher costs in 
one department than another, etc. 

The external method depends on 
the comparison of costs with other 


March 15, 1947, AMERICAN LUMBERMAN & 








OOO 






idard 
chine 

ma- 
circle 
a 1% 


Ni 


sheet 
s fur- 
pilot 
steel 
ake a 
chips 
cifica- 
etails 
BPM, 
- Bev- 


4 new 
‘eady- 
have 
afing 
which 
n the 
| sell- 
strial 
ed or 
lation 
ntury 
Dept. 
enue, 


and 
s and 


-e the 
‘t an- 
ther, 
1 one 
rainst 
meth- 
must 
yr in- 
n pe- 
‘ts in 
, ete. 
ds on 
other 


iN & 












HERE’S better, faster 
MOISTURE TESTING 
tit for LUMBER 


EASY TO USE 
NO POINTS TO BREAK 
OR MAR. 
ACCURATE DOWN 
TO 0% 








VERSATILE 
MODELS... 


L-2, Flat Surface Type: for smooth surfoced moterials. 

K-2, Irregular Surface Type: speciolly designed for rough of 
smooth materials of any contour. 

V-2, Thin Material Type: for thin, smooth surfaced, flat materials. 

Scientific calibration, based on standard method for your trade, supplied with 
eoch instrument. 

MANY APPLICATIONS — Moisture Register is based on brinciple of high frequency 
power absorption. All models have wide field of adap t all indus- 
tries — as to materials, methods of use and range of moisture content. Special 
calibrations for specific needs supplied at nominal cost. 

WRITE TODAY for complete information, specifying =e of material ‘ond range of 
moisture content to be tested. 


MOISTURE REGISTER COMPANY 
DEPT. A, 133,.NORTH GARFIELD AVE., ALHAMBRA, CALIF. 


FLELTR: RONIE 


nISTUE FOR 
LUMBER 
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You'll Get Plenty of | 


Speedy and accurate dou- 

ACTION with a | ble-acting set works with 

steel machine cut ratchet 

C ©) a j N T HW wheel, for cutting very 
accurate lumber. 

k-ali eel head- 

NO. 2 SAWMILL Serie ab ee 


...and Fine Lumber Too! | =i Spee deem voll — 


ibl 
By actual tests, the Corinth No. 2 Sockictonatit obtiet al 


Sawmill has proved its superiority Fast, im ead work hea duty 


in the fast production of fine lum- works 


ber—softwood, hardwood and stand hard usage. Bronze 
mixed. This accurate mill, which pomnae on = 


may be used as a portable outfit or Steel machine cut segke 
set upon a gy wea 00 foundation, inions 
is so sturdi ly constructed, it will ren to split knee assure 


I f a 
stand up in even the severest mo a ‘Replaceable with: 


services year after year. out removing entire knee. 
Send for complete specifications Adjustable rope feed gears 
and delivery dates. For out-of-the- | Muck ceased elimination Od 
ordinary sawmill problems, ask tween gear a piaioa. 


for the services of a Corinth Cast steel carriage wheels. 
engineer. You can depend upon | Guide wheel machined to 
im to. find a practical solution. rail track. 





The 4 Big Plants of 


THE 
DIXON 
INDUSTRIES 


Are Going 


FULL SPEED AHEAD 


To Help Meet ihe 
Building Industry's Urgent 






Demands for 


QUALITY 
MATERIAL 


“ALWAYS AT WORK” 
THE DIXON INDUSTRIES 


Grant Dixon, President 
Hal R. Dixon, Treas.-Manager 


SPOKANE 


Western Pine Manufacturing Co. 
Spokane, Washington 


Exchange Lumber & Mfg. Co. 
Spokane, Washington 


Lincoln Lumber Co. 
Lincoln, Washington 
Ellis Glazing Co. 
Henryetta, Oklahoma 


Western Pine Assn. @ National Door Mirs. Assn. 
Ponderosa Pine Woodwork @ National Wootien Box Assn. 





CORINTH MACHINERY CO. 18” Steel Splicer Wheel. 
CORINTH, MISSISSIPPI 
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lumber dealers. The fifth article 
in this series touches on that sub- 
ject. (See the March 1 issue.) 


TYPES OF EXPENSES 

SHORTLY before World War II 
a study revealed that the average 
cost of operating a retail lumber 
and building material business was 
2311/3 percent of the gross sales. 
About half of this cost was in fixed 
expenses (these can be defined as 
overhead and administrative ex- 
penses such as rent or deprecia- 
tion, heat, light, power, telephone, 
executive salaries, credit and ac- 
counting departments, etc.) The 





other half was in variable expenses 
(these are the operating expenses 
that increase or decrease along 
with the sales volume and include 
such things as salesmen’s compeh- 
sation, delivery costs, wages of la- 
bor, etc.) 

The study also revealed that 
profitable yards averaged $8.40 in 
sales for each dollar of fixed ex- 
pense. This ratio is extremely im- 
portant and dealers should remem- 
ber that an average figure is not 
an ideal. Fixed expenses should be 
as low as possible in relation to 
sales volume. To keep his eye on 














Good Logs Are Foundation 
of Quality of A-Y Lumber 


A-Y starts with quality in the log and maintains it through- 
out all manufacturing operations right to the finished prod- 
uct. Known for quality everywhere, demand for A-Y yard 
stock, factory lumber, mouldings and industrial items is 
such that, while our production is fairly good, we're still 
unable to keep up with the orders being offered us. Ac- 
cordingly, we continue to solicit the indulgence of all cus- - 
tomers, pending improvement in our supply situation. 


Member Ponderosa Pine Woodwork 





Alexander-Yawkey Lumber Co. 


Men bers WwW stern Pine A velarti al: Nn 





Prineville, Oregon 





this relationship the merchant 
should differentiate between fixed 
and variable expenses. 

. Both fixed and variable expenses 
can be controlled. Certainly they 
should both be studied and ana)- 
yzed as elimination of wastefyl 
practices will greatly improve the 
company’s net profit position. 

CONTROL TECHNIQUES 

WITH this article is a rather 
comprehensive and detailed list of 
ways in which a dealer can cut ex- 
penses. Some of the pointers in 
this list offer direct and immediate 
steps to reduce costs. Others mere- 
ly suggest approaches to the prob- 
lem and require some energetic 
thinking on the part of the mer- 
chant and his executive personnel. 
A careful study of the list is sug- 
gested. Chances are that at least 
one or two of the suggestions can 
be adopted by your concern. 

In any discussion of reducing 
costs a word of caution is neces- 
sary. In times of -stress many deal- 
ers have been known to reduce ad- 
vertising, sales promotion and di- 
rect sales costs first. This is fre- 
quently business suicide. Sales are 
the only way to profits—the only 
justification for investment in the 
business or compensation for its 
employees. It is much wiser to 
trim excessive overhead and fixed 
expenses before cutting the costs 
essential to aggressive sales promo- 
tion. 


NEXT ARTICLE IN THIS SERIES: 
The March 29 issue will consider 
ways of avoiding seasonal sales 
slumps. 








Salesman's Slant~ 
(Continued from Page 52) 

territory each year. Follow these 
and contact the*new owners about 
property improvement jobs. You 
should make a welcoming call on 
all new families moving into the 
territory. 

6. EMERGENCY REPAIRS. Prop- 
erty damage from fires, floods, 
storms, etc., usually requires 
prompt repair or replacement. The 
first salesman. there with a good 
proposition is apt to get the order. 
Keep up with these developments 
by reading the newspapers and 
making visual surveys. 

7. MERCHANTS YOU PATRONIZE. 
From time to time your grocer, 
butcher, druggist, service station 
operator, etc., might have need for 
products of the building industry. 
Make sure these merchants, know 
what business you are in. Query 
them about their repair and main- 
tenance ‘needs from time to time 
and give them constructive sug- 
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Stands for Quality 
in Plywood 


Soundbilt, as the 
name implies, is a 
w ell - manufactured, 
quality-produced ply- 
wood. It comes from 
fine, old-growth logs. 
It is made in a mod- 
ern plant. Soundbilt 
is a@ name you'll’ be 
hearing more about 
as things get back to 
normal—so that more 
Soundbilt can be 
made available. 





































LOUVERS 
Sell At Least 2 on Every Job! 


WHEN YOU INSULATE— 
YOU MUST VENTILATE 


& Our Standard Louvers are 
good for the life of any stand- 
ard building. Can he installed 
from the inside. Made in 11 
sizes. 


All Arr-O-Line Louvers 
are designed and engi- 
neered right. 


Unobstructed air travel pro- 
vides maximum of ventilation. 
Louver boards are free from 
frame to allow for expansion. 





Materials are rustproof, acid resisting and corrosion proof. 
Face frame is Masonite Presdwood, no seams, spotwelds, 
rivets or screws. Well. screened, — rs 
dipped and sprayed, neutral 
gray finish. 









Special Louvers for 


NEW CONSTRUCTION gap } 


Easy to Install—Nice Job 
No Exposed Nails 


1. Remove Louver 
2. Nail frame to Sheathing 
3. Replace Louver 


Write for Complete Details 


ARR-O-LINE, Manufacturers 


3060 Fourth Ave. So., Minneapolis 8, Minn. 
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Manufacturers 


and Wholesalers 
OF 


SPECIAL LUMBER PRODUCTS 
Anything Made From 


Western Lumber! 


‘WE MANUFACTURE 
AND SPECIALIZE IN 


Furniture Dimension 

Glued-Up Stock 

Carpenters’ and Special 
Mouldings 

Venetian Blind Slats, 
Rails and Fascia 

Ready-to-Assemble 
Furniture Parts 

Industrial Shook 












Remember, too, 
WE WHOLESALE 
Hemlock 


Ponderosa Pine 
and other West Coast 
Woods 










‘ =«except venetian blind ma- 
terial, on which we can 
make less than carload 
shipments from our Kan- 
#4 sas City warehouse. 


Address all correspondence 
to our Kansas City Offices 


Menvtactorers ond Wholesolers 1635 Dierks Bldg. Kansas City 6,Mo., Victor 4143 
Member of Western Pine Ass‘n., National Wooden Box Ass’n.,; Ponderosa Pine Woodwork, 
Notiono!-Americon Wholesale Lumber Ass‘n. 


West Coast Office: 910 Porter Building Portland 4, Oregon 


Helps You Sell... 
Sag el 











t Saal 
Without Worrying About €omplaints 
Panels and insert sash and screens that fit without rat- 
tling or sticking — with tight joints and long-lasting 
putty bond. WOODLIFE water repellency takes care 


of that as well as a better, trouble-free paint surface, 
and no rot or termites. 

60 cents is the most the owner pays to get this pro- 
tection from WOODLIFE. You make a profit and a 
service-free sale. 


Protection Products Mfg. Co 


9) Cis VATIV C 10 
PRESERVATIVES eh Ssh 


Research Laboratory and Plant KALAMAZOO, MICH. 














gestions for improvement of their 
properties. You might also get the 
names of other prospects from 
them. 

Your company probably pro- 
vides cards which can be used to 
record information about pros- 
pects. Perhaps there is one type 
card for new home prospects, one 
for farmers, etc. 

If these cards are properly filled 
out, kept up to date and filed cor- 
rectly they will be of tremendous 
help to you. They assure you that 
no prospect will be forgotten. They 


preserve information which will 
help guide your future interviews 
with him and provide data you 
need to close the sale successfully. 
Prospects are valuable to you. It 
costs money to locate them. So by 
all means keep track of them with 
the proper kind of records. 
Advertising and sales promo- 
tion used by your company is 
expensive. Chances are it is ef- 
fective in building business, but it 
cannot do the job alone. Rather it 
is designed to help you and your 
fellow salesmen do the job. The 





SILVER LAKE SASH CORD 


DEPENDABLE - eomest: 


PACKED IN CARTONS 


SILVER. LAKE. 
SOUS BRAIDED 


| SASHCORD © - 


LOWER PRICED GRADES: EDDYSTONE- PELHAM. NUCORD - BENGAL 


SILVER LAKE CO. 


MILLS-CHATTAHOOCHEE, GA. 





SALES--99 CHAUNCY ST., BOSTON 
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For SQUARE 
decision, RELY ON 
OLD MAC precision 


th oo 


Ne Ne ese 


9 









J 
oe 


tolerances. 


Square corners and flush angles are made 
easier with an Old MAC ALUMINUM SQUARE. 
Designed to meet the most accurate require- 


ments for work on wood, metal or fabricated 
board, the Old MAC Rafter Square is machine tooled to the finest 


2 
6 


eu t 
XS-O Oe Ye Gems Gs ee HO Rotess 
U 


Serviceable but light in weight, the all-aluminum Old MAC Rafter 


Square is complete with scales and tables. 


ei 


For sales appeal, performance and valye, you'll want to stock the 
Old MAC Rafter Square. This fast-mover shows you a good 


profit at only 
‘A495 


RETAIL 
Slightly Higher West 






PRICE 


Made by the manufacturers of Mitre 
Matic, you can order Old MAC Rafter 
Squares from your jobber. If he does 
not carry, write: 







McGrath St. Paul Co. 


St. Paul 1, Minnesota 





82 










only tangible way in which it can 
do this is to help you locate pros- 
pects. When you realize this you 
have the correct slant on what ad- 
vertising and sales promotion mean 
to the salesman. 

Tremendous power is inherent in 
good advertising and sales promo- 
tion. You can organize to get the 
most out of it by forming the fol- 
lowing habits: 


1. Obtain proofs or copies of all 
newspaper ads or direct mail pieces 
your company uses. Listen to any 
radio programs it sponsors and 
ask your sales manager for a car- 
bon copy of the script. Familiarize 
yourself with any signboard adver- 
tising used by the firm. Study this 
material regularly and keep abreast 
of it. 


2. Study copies of national con- 
sumer advertising used by manu- 
facturers to promote the products 
you sell. 


3. Remember you are in con- 
stant contact with prospects and 
know what they want. You are 
therefore in a position to suggest 
valuable advertising ideas to the 
management of your company. Do 
so. 


4. When a particularly effective 
advertisement is scheduled to ap- 
pear make arrangements to get a 
few -dozen extra copies of it— 
preferably in advance of publica- 
tions. Go through your files to see 
which prospects have a particular 
interest in—or need for—the item 
featured in the ad. Write each of 
them a brief note saying you 
thought of them when you saw the 
ad because you knew they were 
interested in such-an-such an item, 
etc. Attach a copy of the ad to the 
note and mail it to the prospect. 
Follow up with a ’phone call in a 
day or two. 


5. When an unusual display (for 
example, a number of model homes 
or farm buildings) appears in the 
store, compile a list of your pros- 
pects for the type of items dis- 
played. Telephone these prospects, 
or drop them brief notes, mention- 
ing the display and inviting them 
to come in and see it. 


6. If your company occasionally 
makes an effort to dispose of over- 
stocks by issuing a bargain list, 
notify your good customers and 
prospects of items on that list 
which they are apt to be interested 
in. This will frequently gain their 
good will—and also help to dispose 
of the overstocked merchandise. 


NEXT LESSON: The March 29 issue 
will cover the use of sales aids. 
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Comparing Lumber Price Advances 
With Other Commodities 

How does lumber compare with other commodities 
when it comes to holding the price line? That is the 
pertinent question which Ray W. Beil, president, 
Western Retail Lumbermen’s Association, raises. 

“Since the time that OPA controls were lifted,” says 
Beil, “we find some startling increases. One might 
expect some of the smaller mills to take advantage of 
such a situation, but the increases I will give are from 
most of the larger manufacturers that we have de- 
pended upon to hold the line during this unsettled 
period.” 

Here are some of the increases cited by Mr. Beil. 
No. 1 F&L dimension, 42 percent; No. 3 & bts. F&L 


shiplap, 40 percent; cedar shingles, 80-85 percent; fir - 


flooring, 75-100 percent; oak flooring, 75 to 100 per- 
cent; fir doors, 100 percent; plywood, 50 percent. 


COMPARISON CITED 

Turning to other commodities, Mr. Beil found hard- 
ware has increased 18 to 25 percent; prepared roofing, 
20 percent; paint, 44 percent; insulation blanket and 
board, 15-20 percent. 

“T honestly believe,” added Mr. Beil, “that the lum- 
ber manufacturer has a job to do—and right now if 
we are going to have the construction activity that 
is vitally needed in 1947.” 

Although reports from all sections emphasized the 
growing consumer resistance to unreasonable prices, 
there is a varying opinion as to what constitutes a fair 
price. 


Current Statistics on 
Output and Distribution 

Lumber shipments of 399 mills reporting to the 
National Lumber Trade Barometer were 0.1 percent 
above production for the week ending Feb. 22, 1947. 
In the same week new orders of those mills were 12.7 
percent above production. Unfilled order files of the 
reporting mills, amounted to 66 -percent of stocks. 
For reporting softwood mills, unfilled orders are 
equivalent to 24 days’ production at the current rate 
and gross stocks are equivalent to 34 days’- production. 
For the year-to-date, shipments of reporting identical 
mills were 18.5 percent above production; orders. were 
15.6 percent above production. Compared to the aver- 
age corresponding week of 1935-1939, production of 
reporting mills was 28:8 percent above; shipments 
were 10.2 percent above; orders were 35.1 percent 
above. Compared to the corresponding week in 1946, 
production of reporting mills was 19.7 percent above; 
shipments were 16.8 percent above and new orders 
were 32.7-percent above. Cis see 


Southern Pine b. ze : in Us ef Rex 


Production of Southern Pine: by \the 107: ‘mills: re- 
porting to the Southern Pine Association: for the:week 
ending Feb. 22, 1947, amounted to '17,666;000" feet. 
This was 11.43 percent’ above thé: three-year ‘average 
for the same mills. Shipments for the ‘week ‘of Feb. 


22 amounted to 16,122;000 feet. “This: was 8.74 percent 
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Divwo0l 


SHIPPED FROM STOCK 


Your needs may be here now! The most 
panels anywhere under one roof .. . Fir, 
Pine, Gum, Birch and Figured Woods .. . 
the best-glued plywood available...regu- 
lar, water-resistant and waterproof types 
-» plywood specialties .. -Single-ply veneers. 
WRITE TODAY for ’ "Teleply Ticker” current 
warehouse list .. . Aetna Plywood & Veneer 
Company, 1732 Elston Av., Chicago 22, Ill. 





Tidewater 


ee ee Se a 





in Timbers and 
Other Items for 


_ Endustriqt Murpeses 


Tidewater 


RED CYPRESS 


~ 


“tor Your Normal Needs 
IMMEDIATE SHIPMENT FROM ST. LOUIS STOCK 


FLEISHEL LUMBER CO. 








4235 DUNCAN AVE. « ST. LOUIS 10. MO. e NEwstead 2100 
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“4 ' 
= Powerful sales advantages are built into Marlow 
4 “Water Wizard” Self-Priming Centrifugals. 


Self-priming and pumping by exclusive Marlow 
“diffuser method” is fast, certain, entirely auto- 
matic, even on suction lifts as high as 25 feet. 
No auxiliary priming devices. Direct action .. . 
no wasted motion. Simple, free-flow design. No 
ports or by-passes to jam or choke up. No parts 
to get out of order. No foot valves. No air bind- 
ing. Ruggedly constructed to last for years. Fully 
guaranteed. 















Complete range of sizes and models. 
Dealer information is worth wiring 
for. Marlow Pumps, 519 Greenwood Ave., “s 
Ridgewood, N. J. 








Your CUSTOMERS WILL BE ASKING 
ABouT CELADRI... 
THE Guaranteed MASONRY WATERPROOFING 


Thousands of people in your trading area are among the nearly 
six million who are being told about Celadri’s many special 
advantages every month in a national advertising campaign 
in leading. home magazines. 


Celadri is a time-tested, job-proved product. Note these ten 
big sales appeals: (1) economical, (2) easily applied, (3) can 
be used inside or outside, (4) dries rapidly, (5) will not peel 
or rub off, (6) odorless, (7) paints and waterproofs in one 
operation, (8) decorative — available in snow white and six 
colors, (9) improves with age, (10) guaranteed. 

Celadri is available for immediate ship- 
ment. Place your order now. Point-of-sale 
displays, folders, and newspaper mats are 
offered. Write for literature and further 
information. 


Colla. conronaticr 


Manufacturers of Masonry Waterproofing 


DEPT. B, 652 WILLIS AVENUE, WILLISTON PARK, N. Y. 






86 





LUMBER MARKET 





below production for the week. Orders placed during 
the week amounted to 16,681,000 feet or 5.58 percent 
below production. 


Western Pine 


The 96 mills reporting to the Western Pine Associa- 
tion for the week ending Feb. 22, 1947, cut 45,581,000 
feet. The same week a year ago the cut was 36,941,000 
feet. Shipments were 51,695,000 feet compared with 
45,989,000 feet a year ago. Unfilled orders on file at 
the end of the week stood at 163,349,000 feet com- 
pared with 237,969,000 feet for the corresponding 
week in 1946. Gross stocks stood at 542,094,000 feet 
compared with 542,181,000 feet a year ago. 


In the Market Centers 


SEATTLE — Production continues good, running 
about 12 percent ahead of last year at this time. De- 
mand is strong, but there is considerable resistance 
to high prices. Bad weather in the East is slowing 
buying. Car situation is tight. Prices continue to 
reflect strong demand. Clear items sell from $40 to 
$100 over. Shingles move at $11 to $12 for dry stocks, 
but small mills depending on trucking sell from nine 
dollars up. More lumber is available but wholesale 
and retail yards are buying very cautiously fearing 
a break in prices. 


TACOMA—Weather conditions improving. Water- 
borne lumber movements from Tacoma to Hawaii, 
Europe and the Atlantic Coast are picking up. Middle 
western lumber concerns are resorting to local news- 
paper display advertising in their quest for scarce 
items—notably doors, plywood and certain dimension 
lumber. 


KANSAS CITY—Survey by the Kansas City Build- 
ers Association this week indicates over 37 million 
dollars in proposed construction has been turned back 
to architects and contractors because of high con- 
struction costs. Weather conditions fairly good. Mills 
have more orders on hand than can be filled, but the 
difficulty is in getting the supply moved. More air 
dryed lumber is reaching the market. Stabilized price 
market is unknown. Common yellow pine, air-dryed, 
is bringing $70 to $75 a thousand among the recog- 
nized legitimate mills with kiln-dried stocks running 
from $80 to $85. C, D and better 1-inch finish is 
selling from $120 to $150. Oak flooring as acute as 
ever. Manufacturers have large orders and are trying 
to allocate their supply to the trade at the going price 
which runs $160 to $180 for 25/32nds 2% clears; 
$150 to $165 for selects; $140. to $150 for No. 1 com- 
mon and $135 to $150 for victory grades. Small mills 
are getting as much as 50 more than the above quoted 
prices, 

MEMPHIS—Hardwood production is now under- 
way in full force and manufacturers expect a heavily- 
stepped up production. Prices are chaotic with varia- 
tions in the better: grades varying as much as $40 
per thousand. Average prices for inch first and sec- 
onds plain white oak run from $140 to $155;. for No. 1 
common about $95; No. 2 from $56 to $60 and for the 
lower grades about $48. Demand for hardwood lum- 
ber and oak flooring is so much greater than the sup- 
ply that a seller’s market remains, although there are 
evidences that this situation is righting itself. Scat- 
tered buying resistance has appeared. 
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Thurston-Flavelle Limited 


Manufacturers of Red Cedar Lumber and Shingles 
Port Moody, B. C. Canada 


The Brand to Rely on for 
Quality Products 





Distributed through the Whole- 


sale Trade exclusively. 














| 
| 
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STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 


y 


<3} 


VMs WoaRY 


——— 
a — 


GIVE ME A PICTURE—THAT'S SURE TO SELL 

GIVE ME A TRADEMARK — SO MY CLIENTS CAN TELL! 

GIVE ME A CARTOON—TO AMUSE MY FRIENDS! 

GIVE ME A SLOGAN — THAT REALLY "SENDS"! 

GIVE ME "WOODY" — THE PANEL THAT "GIVES" . . . EVERYTHING! 








product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 

Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 


Wire or write today for 
full particulars. 


The Akron Paint and Varnish Company | 


AKRON 1, OHIO 
EST. 1878 






































Meets the demands of experienced operators for 
efficient, accurate production at low cost. .Solve 
your increased output requirements with an Enter- 
prise. Send details of your set-up for our recom- 
mendations and prices. 





Quality—built to tried and proven prin- 
ciples of design and construction for 
profitable operation. 





eres eek 


THE ENTERPRISE CO., 328 Main St., COLUMBIANA, OHIO 
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Northern Hemlock, Hardwood 
Manufacturers Name Officers 


Vilas I. Ruhmer, C. M. Chris- 
tiansen company, Phelps, Wis., was 
elected president of the Northern 
Hemlock and Hardwood Manufac- 
turers association at its annual 
meeting February 4. 

Other officers elected were: vice 
president—C. Z. Zagelmeier, Mich- 
igan Pole and Tie company, New- 
berry; treasurer—W. W.. Gamble, 
Wausau, Wis., and secretary-man- 
ager—O. T. Swan, Oshkosh. 


Sol Kaplan Named President of 
New York Lumber Association 
At the February meeting of the 
board of directors of the New York 
Lumber Trade association, the fol- 
lowing officers were elected: Pres- 
ident; Sol R. Kaplan, Anchor Lum- 
ber corporation; vice-president, A. 
H. Roth, C. E. Kennedy, Inc.; 


THE MEFMS 


treasurer, Frank D. Homan, Dykes 
Lumber company; secretary-man- 
ager, Fred W. Ritter. 

In accepting the presidency, Mr. 
Kaplan said, in his opinion the two 
matters of greatest importance at 
the present time are Stabilization 
of prices and pricing practices, and 
restoration of normal channels of 
distribution. 


J. A. Scroggs, Former Head 
of Southwestern Assn., Dies 


J. A. Scroggs, 59, a past presi- 
dent of the Southwestern Lumber- 
men’s association, and general 
manager and secretary of the 
Riner Lumber company, Kansas 
City, Mo., died March: 2. 

Mr. Scroggs had served as a 
member of the executive commit- 
tee of the National Retail Lumber 
Dealers association; was president 
of the Southwestern association in 


1935, and had just been appointed 
secretary-manager of that associa- 
tion. He had also served on the 
board of directors and the execu- 
tive committee of that organiza- 
tion. 

He was a member and past pres- 
ident of the Kansas City Hoo-Hoo 
club. 


British Columbia Lumber 
Association Names Officers 


M. D. B. King, M. B. King Lum- 
ber company, has been elected pres- 
ident of the British Columbia Lum- 
ber Manufacturers association, suc- 
ceeding Bruce M. Ferris, Bloedel, 
Stewart & Welch, Ltd. 

The B. C. Lumber Manufac- 
turers association is the new name 
of the former B. C. Lumber and 
Shingle Manufacturers association, 
with headquarters at Vancouver, 
B. C. 

Vice presidents are B. L. Pen- 
dleton and W. K. Nichols. 


National Clean Up - Paint Up 
Program Getting Underway 
The Clean Up—Paint Up—Fix 
Up program is entering its 35th 
year and is one of the oldest and 
most successful community devel- 














SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 


*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*Member of the Western Pine Associa- 
tion, Portland, Oregon. 
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1604 Graybar Bldg. 
Mohawk 4-9117 


DISTRIBUTORS OF 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 


NEW YORK CHICAGO 








SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 








1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 




















We Manufacture and Wholesale 
Southern Pine and Hardwood member 


CORINTH PLANING Mitt Co. 


P. 0. Box 501, 
CORINTH, MBG recresnes how ogre. Ya tall 
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FOR ALUMINUM MOULDINGS 


Immediate Delivery 
WRITE FOR COMPLETE INFORMATION 
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N LAKE LUMBER CO. Ltd. NATIONAL ALUMINUM CO. 
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nd SALES OFFICE: 2020 Conway Bidg., CHICAGO 2, ILL. 95 N. 17th St. 

rel- Selling the Products of J. A. MATHIEU, Ltd., Rainy Lake, Ont COLUMBUS , ‘om me) 
— 





Oregon Lumber Co. | | 


‘Baker, Oregon 























: 
Pee ewes 
J Pioneer eastern Oregon mill—in operation 58 
years. Under our sustained yield plan of opera- 
= tion, the past 58 years of performance is just 
al a starter for future delivery of our products. 
<tinil icin 

F toasted in 19361937 | Manufacturers 

HARDWOODS @ WHITE PINE @ HEMLOCK i 

Our sustained yield forest management policy for a 
the past thirty-five years is providing for current Famous J ohn Day 
needs of tod d future demands of tomorrow. = 
. pas sofia gg Ponderosa Pine 
DEFEND YOUR TRADE 
with 
| MENOMINEE INDIAN MILLS Since 1889 

Bt Neopit, Wisconsin 
= Air-dried QUALITY LUMBER Kiln-dried 

RE ETS ARE I a 
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PAUL B. BERRY 


Wholesale - Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


l or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick: 
er hardwoods, mostly 4/4” & 5/4” 
ED or AD. Send me your stock 
and price lists. 








Toxic-Water Repellent 
Preservatives 


Chlorinated Phenol Toxic Base. 

Positive protection against Rot, Fungi, - 
Termites, Excess Moisture, etc. i 

Formulations to meet all official specifica- 


tions. 
A profitable retail item for Lumber Yards. 


Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL CO. 





MEMPHIS, TENN. 








It’s Quicker to Repair Saws 
Than to Get New Ones 


We can cut your old saw down, 
if not burned, or cracked in the 
center, and insert one of Simonds 
four popular styles—2!/, or 3 or 
B or F. Saw will be like new 
when we return it. 

It takes 6 to 8 weeks to get a saw 
cut down just now, but it takes 6 
to 8 months to get a new one. 
All kinds of circular saw repair- 
ing. 


J. H. Miner Saw Mfg. Co. 
Meridian, Mississippi 
Incorporated in 1912. 


The Original Miner Service 











Orders Placed—Responsible Mills— 
Direct Shipment 


E. W. PRATT 


(Commission) 


BUYER and SHIPPING AGENT 
232-34 LEE BLDG. MEMPHIS, TENN. 
(Since 1925) 


SOUTHERN HARDWOODS 
Air dried or kiln dried. All grades 
and thickness. Straight or mixed cars. 


40 YEARS AT YOUR COMMAND 
Covering Southern Hardwood Territory 


SPECIALTIES 
Lumber, Timbers, Oak and Hickory 
Wagon and Bending Stock, Axe, Pick, 
Sledge and Hammer Handle Blanks, 
Ski Billets, Turned and Shaped Spe- 
cialties, Ball Bat Billets and Rounds, 
Moulding and S4S Dimensions, Etc. 
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opment programs in the United 
States. 

Objectives of the program in- 
clude the improvement of prop- 
erty, safeguarding of health, the 
promotion of safety, the preven- 
tion of fire and the furnishing of 
employment. 

The National Clean Up Paint Up 
bureau, 1500 Rhode Island ave- 
nue N.W., Washington, D. C., will 


send descriptive circular showing . 


the posters for the campaign to 
those requesting it. 


W. S. Armstrong, Disston 
Vice President, Dies 

William S. Armstrong, vice pres- 
ident of Henry Disston & Sons 
Inc., Philadelphia, died Feb. 17. 

Mr. Armstrong joined the 
Disston: firm as a stock clerk at the 
age of 20. He then became book- 
keeper, cashier and secretary. 
Twenty years ago he-was made 
secretary - treasurer and in 1940 
was named vice president of the 
firm. 

He was a past president of the 
National Association of Cost Ac- 
countants and a member of the 


National Association of Metal. 


Manufacturérs as well as a mem- 
ber of the Philadelphia Union 
League and Artisans. 


Henry D. Foote, Louisiana 
Lumber Manufacturer, Dies 

Henry Dade Foote Sr., 64, owner 
and president of the H. D. Foote 
Lumber company, Alexandria, La., 
died Feb. 10. 


Mr. Foote began his career in’ 


1902 as a sawmill worker for sev- 
eral firms. He became affiliated 
with Howie and Foote, Gulfport, 
Miss., in 1907 and was in the 
wholesale lumber business from 
1906 to 1916. He moved to Alex- 
andria in 1918 as sales manager 
for the Enterprise Lumber com- 


* pany and then organized the Foote- 


Burt Lumber company in 1920. In 
1922 he organized the company of 
which he was president at the time 
of his death. 

He was a life member of the 
Order of Hoo-Hoo and past member 
of the Supreme Nine. 


Canadian Lumbermen Meet in 
Montreal, Elect Officers 


D. C. Johnson, secretary-treas- 
urer of the National Lumber com- 
pany, Toronto, Canada, was elect- 
ed president of the Canadian Lum- 
bermen’s association at its 39th 
annual convention, in Montreal. 

C. E. Smith, general manager, 
J. J. McFadden Lumber company, 
Blind River, Ont., was named vice 
president and the following direc- 
tors were elected: W. R. Beatty, 
Pembroke, Ont.; K. O. Roos, Tee 


, Lake, Quebec; Jaffrey Smith, To- 








Se 


NEW officers of the West Coast Lumbermen’s association, elected at the annual meeting, Jan. 

30-31 are: seated, Judd Greenman, Vernonia, vice president for Oregon; Charles Ward Ingham, 

Eugene, Ore., president; Frank Graham, Jasper, Ore., treasurer. Standing, H. V. Simpson, Port- 

land, executive vice president and H. E. Smith, Portland, secretary. Corydon Wagner, Tacoma, 
vice president for Washington, is not in the picture. 
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~~ Your requirements are our problems. If you do not receive 

a, “Lock, Stock and Barrel”—our weekly inventory —write or 

in phone us today. You've got our number! CHESAPEAKE 2786, 
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= RANETITE BUILDS SALESMEN 

the PROFITS -- PRESTIGE | WANTED 

her — 

” Increase sales with reliable Ranetite Waterproof- Add This Highly 

ing Compounds—backed by over 33 years of re- Accepted Line 
search and development. There's a _ Ranetite Now. Write To- 

) product for every waterproofing need for homes, day! [4 . 

buildings, institutions and clothing. J ‘ 

aAS- — = 

ym- Write Today — Profit Tomorrow on q 

et- Liberal Dealer Discount Offer! 3 

1m- : : 

oth Guaranteed RANETITE Products ! { £ | F 

rer, RANETITE MANUFACTURING CO. 7 J 

ny, 1917 S BROADWAY ST LOUIS 4, MO 4 cg 3 

rice 7} 

ec- OFFICIAL ESTIMATOR. By J. M. Leaver. In- . ‘| 

tty, stantly gives the contents of any piece in super- | 

Tee ficial feet and decimals, the lengths running by 1 a~ ) ‘ 

To- quarter-inches to 7 feet and by feet from 7 to x 4 
54. Widths are stated in 65th, 32nds and 16th ES wie 
under one inch and proceed by quarter-inches 3 : 
up to 591% inches. The figures given are for 3 = 

| stock 1 inch in thickness; for thicker stock it . 

| is mentally multiplied by the proper factor. This : 
estimator is especially useful for figuring the Bs 
board measure of fractional sizes in box and fur- ‘ 
niture dimension and similar items. Other tabu- .” 

: lations include kerf estimator, molding estimator, = : 
freight estimator, waste estimator, estimator for , PREVENT WARPING s 
rounds and squares, etc. Specimen pages sent KEEP DOOR IN LINE Sip. 
on request; 172 pages, 5x111%4 inches (coat pocket | 
size) with full cut index; substantially bound in 
leatherette. Price, delivered, $6.00. ST AN LE 
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Ponderosa Pine Lumber 
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| Sugar Pine Mouldings 
© . 
White Fir, Incense Cedar ‘Cut Stock 
| 7 
| 

|| Tarter, Webster & Joh i 

arter epster onnson, Inc. 
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Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
for 52 years 
LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, tll. 








Leose Leaf 


TALLY BOOKS 
Tally Sheets with 
Waterproof Lines — 
Send for Catalog of 

Lumber Yard Supplies 

Frank R. Buck & Co 

2183 Touhy Ave., Chicago 45, IH... 














Manufacturers 


LA GRANGE, GA. 








WHITE PINE Idaho--Ponderosa- 
California White 
Also and Sugar Pine 


Fir Wallboard Se¢274. >, ducts 


William Schuette Company 
New York 


Office—41 East 42d St. PITTSBURGH, PA. 











Gillies Bros. & Co. Ltd. 


BRAESIDE, ONTARIO, ag a 
wie WHITE PINE strosus) 
Air-Seasoned ® Water-Cured 


For 105 years, 1842-1947. Capacity 30 million ft. 
annually. 
Members N. W. L. D. Assn. 


All stocks exhausted until July, 1947. 





Time Savers for Managers 


Busy managers find this bendy 
desk-side MANAGE 

FILE enables fan 5 keep 
all important details of their 
business at their finger tips 
for instant reference—papers 
on gondine matters, costs, 
output, profits. Doubie-locked 
for privacy. WRITE FOR 
CIRCULAR. 


No-tiwast Metal Prods. Co. 
1337 E. Mason, Green Bay, Wis. 














ATTENTION- - 


CARLOAD PLYWOOD BUYERS 


We Have Cars Of Douglas Fir Plywood 
Write Us Your Needs 


JIM'S LUMBER & BOX CO. 


K1-3693—1246 Firestone Blvd.—Los Angeles |, Cal. 








NEW DIESEL ENGINES 
75 H.P. CHRYSLER Industrial Power Units 


6 Cylinder complete with batteries & 
TWIN DISC CLUTCHES 


OTHER DIESELS 
ALJON DIESEL CO., INC. 


904 Pacific St. Brooklyn, N. Y. 
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ronto; N. F. Blair, Quebec City; 
Alex Read, Toronto; 
Montreal; F.W. Hutcheson, Hunts- 
ville, Ont.; Hon. Georges Dan- 
sereau, Quebec; Roland Bock, 
Montreal; Arthur Leak, Toronto; 
Roy Halliday, Toronto; Rene He- 
bert, Montreal and A. A. Streat- 
field, Toronto. - 


John Fossett, Reno 
Lumberman, Dies 


John Fossett, lumberman of 
Reno, Nev., died Feb. 7. Mr. Fos- 
sett moved to Nevada from Louisi- 
ana about 25 years ago. He later 
built and operated a sawmill at Al- 
turas, Calif. In recent years he 
was one of the largest wholesale 
distributors of lumber and lumber 
products. 


Ponderosa Pine Elects 
Officers for Coming Year 


Officers for the current year 
were elected at the annual meeting 
of Ponderosa Pine Woodwork, Feb. 
11. The officers are: President, M. 
P. McCullough, Alexander-Yawkey 
Lumber company, Prineville, Ore.; 
vice president, Frank Stevens, 
Ideal company, Waco, Tex.; treas- 
urer, T. L. O’Gara, Weyerhaeuser 
Sales company, St. Paul; secretary, 
Arthur Hansen, Huttig Manufac- 
turing company, Muscatine, Iowa. 


L. E. Beaumont, Upson 
Representative, Dies 


Lawrence E. Beaumont, 61, Up- 
son company representative in the 
Illinois area, died Jan. 29. 

Mr. Beaumont joined the Upson 
company nearly 20 years ago, most 
of which time he spent serving in 
Illinois and Indiana. Upon the 
death of Louis W. Crow, in 1942, 
Mr. Beaumont took charge of the 
Chicago district. 


Companies Announce 


CHICOPEE MANUFACTURING 
COMPANY, Buford, Ga., announces 
the leasing of an additional plant 
to expand its production of the 
materials for its Lumite plastic in- 
sect screen and fabrics. 


Directors of the O’BRIEN VAR- 
NISH COMPANY, South Bend, Ind., 
have decided to change the name of 
this organization to the O’BRIEN 
CORPORATION. The new name was 
decided on because it would em- 
brace the company’s complete line 


H. E. Gill,. 


of paints, varnishes, enamels, 
lacquers, stains and other protec. 
tive coatings. 

LYMAN FELHEIM COMPANY, 
Erie, Pa. lumber and millwork 
manufacturers, is celebrating its 
60th anniversary. 


DEALERS WHOLESALE COMPANY, 
4599 Pacific boulevard, Los Ange- 
les, has been named Richkraft 
distributor in Southern California, 
Arizona, Clark county, Nevada and 
Sonora and Lower California, 
Mexico. 


REYNOLDS METALS COMPANY, 
Louisville, Ky., announces the 
launching of a national advertising 
campaign to emphasize the impor- 
tance of aluminum building prod- 
ucts to home builders. 


The BOEHM-MADISEN LUMBER 
COMPANY, Milwaukee, has acquired 
in company with W. W. Gamble 
Jr. the entire assets of Yawkey- 
Bissell company, White Lake, Wis. 
A new company has been formed 
under the name Yawkey-Bissell 
corporation, officers of which are 
W. W. Gamble, president; John J. 
Boehm, vice president and J. E. 
Madisen, secretary and treasurer. 
The company now has a dry kiln 
capacity of 1,600,000 feet per 
month, and the mill has a capacity 
of 80,000 feet per day. 

The assets of the Bonifas Gor- 
man Lumber company at Lake 
Linden, Mich., have been acquired 
and a.new company formed under 
the name of Lake Linden Lumber 
company, officers of which are 
John J. Boehm, president; W. L. 
Wright, vice president, and J. E. 
Madisen, secretary-treasurer. This 
mill has a capacity of 40,000 feet 
per day. Sales of both companies 
will be handled by Boehm-Madisen 
Lumber company. 


A $500,00 expansion program at 
the PITTSBURGH PLATE GLASS COM- 
PANY’S Houston paint and varnish 
manufacturing plant has been an- 
nounced. Preliminary construction 
work will begin immediately. 


Start of production of Fiberglas 
building insulation in its new 
plant in Kansas City, Kan., has 
been announced by OWENS-CORN- 
ING FIBERGLAS CORPORATION. 


A new plant of the ASBESTOS 
COMPANY OF TEXAS will go into 
production early in March for the 


manufacture of asbestos-cement 


building materials. 
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